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Rough Proofs 


Looks as if Marshall Adams may 
mave got more publicity out of 
he talk he didn’t make for the 
Detroit Adcraft Club than if he 
had delivered it. 


wie. oe 


International Correspondence 
Schools says the best months for 
nail order advertising are Janu- 
ary, February and March. 

It’s about then that people rea- 
ize they can’t depend too much on 
Santa Claus. 


¥. 7 


George Gallup’s polls indicate 
hat the only Republican candi- 
date who can beat Truman, even 
with help of Henry Wallace, is 
en. Eisenhower. 

Maybe they won’t have to hold 
hat Philadelphia convention, after 
all. 
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An enterprising young poetess rocketed through a boom-and-bust | 


in Nebraska sent the same verse, 
with appropriate variations, to 
manufacturers in several fields, 
and received samples of their 
products in return. 

It is no longer necessary for 
goets to starve in garrets. 


i 


“Farmers jingle cash, but worry 
over future surpluses,” reports the 
be ca greatest advertising jour- 
nal. 

They should keep an eye on the 
rising generation—they’re both 
bigger and hungrier. 


yi 


Californians, Inc., published an 
ad crediting Marshall as the dis- 
coverer of gold in ’48 just too late 
to help folks on Garry Moore’s 
“Take It or Leave It” answer the 
$64 question. 
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“More of everything you want 
with Mercury,” says the ad. 
Does that include the trade-in 
allowance? 
vvy 


Gladys the beautiful reception- 
ist Says she sees a lot of advertisers 
offer to help you save time, but 
very few of*them tell what to do 
With the time you save. 
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Rug cleaners looking for more 
business could well join forces 


Lime Cola Bottlers 
and Agency Iry to 


Revive Company 


Suits Filed in 
Alabama, New York; 
Seek Reorganization 


By JOHN CRICHTON 


| New YorKk—While the bottlers 
|'and creditors of Lime Cola Com- 
pany were watching action of the 
federal court in Montgomery, Ala., 
which is superintending the bank- 
ruptcy proceedings of the soft 


and the advertising agency whic 
had handled the account were p 
paring a reorganization plan 
| It was an effort to revive 
|pany which in two shor 


years 


|eycle. For Lime Cola had enjoyed 
extensive advertising, had doubled 
its bottlers, had been the bene- 
ficiary of unique tie-in promotion 
with stockholders Bing Crosby 
and Bob Hope, had seen its $1 par 
value stock jump to $10, and last 
week was in bankruptcy. 

And the Owens family, which 
owned the original formula, was 
exercising the right of recapture, 
to be invoked if the company 
failed or did not provide the ad- 
vertising promised originally. 


Trustees Are Named 


Last week the Montgomery Ad- 
vertiser reported that federal 
judge C. B. Kennamer named two 
trustees to superintend the com- 
pany after 
proceedings under the Chandler 
Act. 

Among the creditors is Norman 
|A. Mack & Co., which functioned 
as agency for Lime Cola. The 
agency is suing in the U. S. dis- 
trict court in New York for $25,- 
000, alleging breach of contract. 
| Three other suits against the 
‘company are pending in Mont- 


gomery circuit court: Bear Bros., 


| soaking a lien on the company’s 
property for $71,000, and Ray- 
/mond Sizemere and J. M. Main, 
suing for $1,000 and -$900 respec- 
tively. 

| Lime Cola Company was incor- 
‘porated in Alabama in October, 
/1945, and its original stock issue 


drink company, groups of bottlers / 


com- | 


it filed bankruptcy | 


With dog food manufacturers in | was marketed at $1 a share. The 
persuading more people to engage | value of the stock increased rap- 
in the delightful sport of training | 


Cute little puppies. | brought $10 a share, the company 


| FROM THE REPORT OF THE PRESIDENTS AIR POLICY CommIssION, 
St conclusions on which 
| the peace of the world may depend 


<o apee <ent ee ae mee Paeee | age tan 0 ame 
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SIX POINTS—United Aircraft Corp. 
_last week broke this full-page copy in 
, dailies of 133 cities, pointing up vital 
portions of the report, “Survival in the 
Air Age." Two more half pages will be 
used and the aircraft maker is consider- 
ing a subsequent campaign. Platt- 

Forbes, New York, is the agency. 
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Six Lever Products 


Join in $100,000 | 
Fur Coat Contest — 


CAMBRIDGE, Mass. — Six Lever | 
Brothers products—Lifebuoy, Lux 
flakes, Lux soap, Rinso, Swan and 
Spry—are being promoted in a 
series of five weekly contests, just 
launched, which will offer a total 
‘of $100,000 as prizes in furs or 
cash equivalent. In addition, there 


will be $10,000 in prizes for re- 


tailers serving the winning en- 
tries. 

For endings in 25 words or less 
of the sentence, “I like (product 
name) because .. .”’, Lever will 
give weekly a $3,000 mink coat 
and 328 other prizes, including fur 
coats, fur jackets, fur scarves and 
250 $10 bills. 

The contests are being promoted 
in black-and-white insertions in 


(Continued on Page 70) 


37 Major Agencies Billed 
$939,000,000 in 1947 


Thompson Reaches $103,000,000 
as Six Pass $50,000,000-Mark 


(Copyright, 1948, 


by Advertising Publications, 


Ine. Reproduction 


in whole or part, without written permission, specifically prohibited.) 
By LAWRENCE M. HUGHES 
NEW YORK—With J. Walter Thompson Company hitting 


'$103,000,000, and five others passing $50,000,000, the com- 
‘bined volume of 37 advertising agencies which billed $10,- 


000,000 and more in 1947 totaled more than $939,000,000, or 
an average of about $25,500,000 each. 


Make Radio, Juke 
Boxes Buy Tunes, 
Petrillo Insists 


Tells Congress 
Royalty Law May 


Solve Problem 


WASHINGTON—AFM chief James 
C. Petrillo, undaunted by glaring 
television and newsreel lights, 
turned a House labor committee 
hearing Wednesday into a sound- 
ing board for legislation to re- 
store in some way the opportunity 
for musicians to collect royalties 
when records are played on radio 
stations and juke boxes. 

Completely at ease and relaxed, 
he bounced about in the witness 
chair, sometimes standing, once 
even kneeling—to dramatize his 
version of the quarrel with record 
makers and broadcasters. 

He left no question unanswered; 
often he blunted what were meant 

(Continued on Page 69) 


Chevrolet automobiles. 


| Finer!” 


| in other magazines later. 


Last Minute News Flashes 


‘48 Chevrolets Launched in Big New Drive 
Detroit—Throughout the U. S. this week, ads of up to 130 inches | 
will appear in newspapers — 6,200 of them— announcing the 1948 | 
The opening ad, larger than used a year ago, | 
features drawings of all 11 models and the slogan, “Newer! Smarter! their billings in 1947 from 1946 
Full-page, two-color bleed ads will appear in Collier’s,| jevels. 

| Newsweek, The Saturday Evening Post and Time next month, and | changed. Only two—Erwin, Wasey 
The new outdoor drive on the new cars|and Lennen & Mitchell—are re- 


starts in March. Campbell-Ewald Company is the agency. 


Philco Budget ‘Way Beyond’ ‘47 Total 


PHILADELPHIA — Philco Corporation, which last year spent some 


|motion expenditures during 1948. 


idly, and at one time in 1946 it | $19,500,000 in advertising, will go “way beyond” that figure in pro-| 
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mmons thinks even occupants 
{ cold water flats are good pros- 
's for electric blanket sales. 

Occupants of cold radiator flats 
should be even hotter. 


7 FF 


~“Uggestion to AA picture editor: 
'y not save some of those pic- 
ul-s showing admen fishing and 
80. ing for cold, snowy periods like 
€se? 


aR 


“.e editor, adman and printer 
‘as . International Paper, review- 
its 50-year past, “preached 
gospel of Democracy.” 

me of the customers might 
‘r to see it printed with a 
r case “d.” 

Copy Cus. 


Both magazine and newspaper 


Nearly $50,000,000 of the $939,- 
000,000 total of this group repre- 
sented Canadian and foreign bill- 
ings. 

Thompson’s increase of about 
$20,000,000 during the year was 
the largest dollar gain. One-fifth 
|of this agency’s billings was for- 
eign. ; 
| William Esty Company, rising 
50% from $18,000,000 to $27,000,- 
|000, showed the largest percentage 
gain. 
| Others in ‘Big Six’ 


| Young & Rubicam continued to 
rank second in total billings in 
1947, with an estimated $65,000,- 
000; N. W. Ayer & Son continued 
third, with $64,000,000, and Batten, 
Barton, Durstine & Osborn, $59,- 
000,000, remained in fourth place. 
‘Foote, Cone & Belding, however, 
moved into fifth with the largest 
percentage rise of any of the “Big 
Six”—from $40,000,000 to $52,- 
000,000. No. 6 was McCann- 
Erickson, which showed a $5,- 
000,000 gain to $51,000,000. 
Combined billings of the lead- 
ing six reached nearly $400,000,- 
000. The next 10, which billed 
from $20,000,000 to $36,000,000 
each, had combined billings of 
about $265,000,000. Thus the 
combined total of the 16 $20,- 
000,000-and-up agencies was more 
'than $660,000,000. 
| The 21 others, billing $10,000,000 
hee $19,000,000, showed a total of 
nearly $280,000,000. 


Six Added to Group 
Twenty-six of the 37 expanded 


Nine were virtually un- 


| ported to have shown declines. 

| However, no agency apparently 
|dropped from the $10,000,000-and- 
|up group in 1947. Six were added 
it: Brooke, Smith, French & 
|Dorrance, Leo Burnett, Gardner, 


| to 


|in the meantime having declared | advertising, through Hutchins Advertising Company, will be stepped Grey, Al Paul Lefton, and Sher- 


(Continued on Page 67) 


Lobbying... | 


| 


Execs check status. | 
See ‘In Washington’, | 
Page 28. Other features: 


Ad-libbing 12 
Advertising in the Test Stage 66 
Advertising Market Place 52 


Creative Man's Corner 
Department Store Sales 


Editorials 12 
Getting Personal 32 
Information for Advertisers 12 
| Obituaries 70 
| Photographic Review 63 
| Private Lines . 24 
|Rough Proofs | 
| Voice of the Advertiser 42 


_ worth five cents on purchase of product. 
| Harrisburg and newspapers in Peoria, through Bennett, Walther & 


up within the next few months. Advertising plans were under dis- 


'cussion last week in Palm Beach, where the company showed its new 
‘line of radios and refrigerators. 


Tests Dime Cough Drop Chewing Gum 


Boston — Gum Products, Inc., will start to test a T0-cent cough | 4 


drop chewing gum in Harrisburg and Peoria Jan. 26. Advertising 
Distributors of America will sell the gum “off the car” to retailers 
and follow with consumer sampling. ADA itself will redeem coupons, 
Spot radio will be used in 


Menadier, Boston. 


Canada Dry Starts Drive in Dailies, Magazines 

New YorK—Canada Dry Ginger Ale will launch a campaign pro- 
moting its five-cent bottle of ginger ale beginning Feb. 5 with 1,000- 
line advertisements in newspapers of New York, Chicago, Detroit 
and other cities, to be followed by smaller ads. The schedule also 
includes ads in Ladies’ Home Journal and The Saturday Evening Post, 
and other magazines not yet announced. J. M. Mathes, Inc., is the 
agency. ) 

(Additional News Flashes on Page 71) 


|man & Marquette. 

Burnett and Lefton rated inclu- 
sion in this “major agency” group 
in 1946. 

Virtually unchanged in billings 
uring 1947 were Biow, Buchanan, 
D’Arcy, Donahue & Coe, Abbott 
Kimball, Lefton, J. M. Mathes, 
Needham, Louis & Brorby, and 
Roche, Williams & Cleary. 


Group Is Up 15% 
Nearly all the others established 


all-time records. In addition to 
ithe leading six, gains of $5,- 
000,000 or more were made by 
Dancer - Fitzgerald - Sample, to 


$36,000,000; Grant Advertising, to 

$31,000,000; Esty, to $27,000,000, 

and Newell-Emmett, to $25,- 
(Continued on Page 46) 
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Pea and Peach Ad 
Drives Get Boost 
as Canners Meet 


ATLANTIC City — Expansion of 
food advertising campaigns spon- 
sored by canners and wholesalers 
was urged at the conventions of 
the National Canners Association 
and associated groups here last 
week. 

E. N. Reusswig, of the food 
brokerage firm of Lestrade Bros., 
New York, praised the “splendid 
advertising program launched 
through various state associations 
on such canned foods as peaches, 
citrus fruits and sweet potatoes, 
which have presented to Mrs. 
Consumer many convenient ad- 
vertising suggestions as to where 
she should spend her quality seek- 
ing dollar.” 

Addressing a meeting of the 


NCA, Mr. Reusswig also noted 
with approval “the trend to tie in 
food advertising where closely re- 
lated food items are all bound to- 
gether in an eye-appealing sales 
clincher.” 


Brokers to Support Drive 


Both Mr. Reusswig and Watson 
Rogers, Washington, president of 
the National Food Brokers As- 
sociation, declared that the brok- 
ers would support the contem- 
plated advertising campaign to 
push the sale of canned peas. 
Several associations are reported 
mulling over the plan for the 
glorification of the pea in 1948. 

“The 1947 pack of peas, while 
large, was of outstanding quality 
and has been so reasonably priced 
that the consumer is getting ex- 
cellent trade value in practically 
every purchase,” said Mr. Reuss- 
wig. “Therefore, a concerted ef- 
fort on the part of the entire dis- 
tribution field interested in canned 
peas should produce results and 
benefits for everyone.” 

Delegates to the National 


American. Wholesale Grocers’ As- 
sociation convention were pre- 
sented with an object lesson on 
the subject by copies of the “Cali- 
fornia Cling Peach News,” dis- 
tributed at their sessions. The 
six-page paper hailed the three- 
way advertising drive of Pillsbury 
Mills, the Cling Peach Advisory 
Board and the Can Manufacturers 
Institute (AA, Oct. 6, ’47). 


Meat Institute Cooperates 


Featuring publication of the 
recipe for Boston peach cream 
dessert, the drive will bring “95,- 
000,000 invitations to make this 
appetizing new dessert” into 
American homes, the paper prom- 
ised. The schedule for Jan. 25 to 
Feb. 1 calls for appearances of 
one ad in the New York News, 
New York Times, Philadelphia In- 
quirer, New Orleans Times-Pica- 
yune, Denver Post and eight other 
papers, plus half-page ads in 
American Home, McCall’s, True 
Story and Woman’s Home Com- 
panion. 

Another ad hits the February 


] 


HMA 


.. Out 


at 6 P. M. 


RADIO RATES GO 


Not 


Newspaper 
Rates! 


D. you think radio could get higher rates after 6 P.M. unless such an 


increase could be justified? 


That’s when people are at home . . . relaxed, receptive, responsive. 


That’s when merchandise is really sold. 


Those same people read evening newspapers . . . yet you pay no extra 


rate for that extra bonus, the time element. This is particularly true in 


Indianapolis, which is distinctly an evening news- 


paper market, where evening advertisers get more 


than their money’s worth. 


The Indianapolis News, with the largest daily 
circulation in Indiana’s history, dominates Indi- 
anapolis and the 33 surrounding counties. Get extra 
value in the Indianapolis market with The News, 


the state’s leading newspaper! 


—IN DAILY CIRCULATION 
—IN DAILY ADVERTISING 
—IN THE HEARTS OF HOOSIERDOM 


OWNING AND OPERATING RADIO STATION WIBC 


DAN A. CARROLL, 110 E. 42nd St., New York 17 « The JOHN E. LUTZ CO., 435 N, Michigan Ave., Chicogo 11 « JOS. F. BREEZE, Bus. Mgr., Indianapolis 6 


issues of Better Homes & Gardens, 
Good Housekeeping, Ladies’ Home 
Journal, Life, McCall’s, The Satur- 
day Evening Post and Woman’s 
Day. 

The American Meat Institute 
will back up the program during 
February .by plugging the com- 
bination of corned beef hash and 
Boston peach cream dessert (hon- 
est) over Fred Waring’s show on 
NBC. 

William H. Eden, Philadelphia, 
vice-president of American Stores 
Company, noted innovations in 
grocery marketing. He reported 
to the canners that outstanding 
developments were seen in the 
self-service food stores. 


Glamor Required 


“Better lighting, improved store 
layouts, more attractive and in- 
formative labels, store broadcast- 
ing mixing harmonious music with 
interesting commercials at point 
of sales, television advertising in 
the stores and in the home are all 
tailor-made to fit this modern 
type of food merchandising,” he 
said. 

He sounded a note of warning 
to the cariners, declaring that re- 
tailers prefer items which “pro- 
vide more glamor and consumer 
appeal, take less inventory in- 
vestment.” These items, he said, 
include prepackaged fresh fruits 
and vegetables, frozen foods, fresh 
fish and bakery products. 

As did several other speakers, 
Mr. Eden suggested a public rela- 
tions program to “advertise the 
convenience, the wholesomeness 
and big food value, the saving of 
fuel, as well as the economy of 
canned foods.” Mr. Eden also sug- 
gested association advertising, ‘“‘co- 
ordinating the selling power of 
food distributors and canners.” 


‘Oranges’ Can 
Be Fried, Candied 
—in South Jersey 


ATLANTIC CiTty—The “South 
Jersey Orange,” more easily recog- 
nizable as a Jersey potato, made 
its bow on the food market at the 
convention of the National League 
of Wholesale Fresh Fruit and 
Vegetable Distributors here last 
week. 

The Sweet Potato Industry Com- 
mittee, a group of South Jersey 
farmers, hopes the glamorizing of 
the potato will help it break into 
the market previously dominated 
by Louisiana and Virginia. 

Plans for marketing the 
“orange” have not been com- 
pleted, but the backers of the plan 
have made a couple of notable 
strides. Chefs at two leading 
beach front hotels have devised 
special recipes calling for its use. 


‘Nation’s Business’ 
Adds to Sales Staff 


Four members have been added 
to the advertising sales staff of 
Nation’s Business, New York. They 
are John H. Baker Jr., formerly 
with Schipper Associates, who suc- 
ceeds Ray Orwig, newly appointed 
western advertising director of the 
magazine in Chicago; Fred W. 
Bohn, formerly with Griswold- 
Eshleman, Cleveland, who joins 
the Cleveland staff, and Lem Hasty 
Arnold and Richard G. Chomeley- 
Jones, who have joined. the New 
York staff. 

Walter Marek, former New Eng- 
land representative, has been ap- 
pointed director of advertising 
promotion with headquarters in 
Washington, D. C. 


Forms Lee PR Firm 


Robert P. Lee, formerly with 
Charles M. Bayer, Public Rela- 
tions, New York, has formed a 
new company called Bob Lee As-| 
sociates, public relations coun-| 
selor, at 347 Madison Ave., New| 
York. From 1925 to 1941, Mr. Lee 
was president of Harry Lee Pub-| 
lishing Company, publishing chain 
of Long Island suburban weeklies. | 


FOR FREE—Kroger Co. tests full two- 
column space to plug Dreft and Oxydol 
contests, with Kroger stores as the place 
to get entry blanks. The food chain 
pays full cost of the space in this test 
promotion being used subject to local 
merchandising conditions. 


Star Dust Ads Start 
Annual Beauty Contest 
Star Dust, Inc., New York, 


maker of women’s lingerie and 
blouses, is announcing its sixth 
annual “Miss Stardust” beauty 
contest in advertisements in more 
than 30 magazines including 
Charm, Cover Girl, Deb, Fawcett 
Screen Unit, Glamour, Hunter 
Screen Unit, Ideal Women’s 
Group, Ladies’ Home Journal, Life, 
Macfadden Women’s Group, 
Mademoiselle, McCall’s, Seven- 
teen, Today’s Woman and Woman's 
Home Companion. 

Norman D. Waters & Associates, 
New York, is the agency. 


Goode Joins Four A’‘s 


Mackarness Goode, formerly 
with Geffen, Dunn & Co., New 
York, specializing in corporate lit- 
erature, has joined the executive 
staff of the American Association 
of Advertising Agencies, New 
York, where he will aid Richard 
Turnbull, assistant exécutive sec- 
retary, in agency administration 
and mechanical production. 


For over 59 yeors 
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Tue illustration at the right represents 
yst one more phase of DOMESTIC ENGINEERING’S “FIGHT 
OLIO!” Campaign. To increase the consciousness of the relationship 
nf incanitation and polio, stickers as shown are being made available 
» ali members of our industry for wide-spread use. 


What this 
DOMESTIC 
ENGINEERING 


“FIGHT POLIO!” More than a mere slogan, this famous phrase represents a 


challenge to the entire plumbing, heating and air conditioning industry .. . a 
challenge which has been accepted and is continually being met by DOMESTIC 
ENGINEERING readers in all parts of the country. 


Through the “FIGHT POLIO!” editorial program which was launched several 
years ago and conducted by DOMESTIC ENGINEERING in collaboration with 
many outstanding public health and sanitation authorities, an entire industry 
has become conscious of the close relationship between outbreaks of infantile 
paralysis and insanitary plumbing facilities. Numerous and exhaustive field 
studies made by our editors served to confirm this relationship. 


As a consequence thousands of DOMESTIC ENGINEERING readers, spurred 
by the intense interest generated by this campaign, have been taking an active 
and relentless part in the efforts of the industry to stamp out this dread disease 
.. at one of its most common sources. Under the insignia shown above these 
men have banded together in this great cause and their efforts have unquestion- 
ably played an important role in reducing the scourge of polio in their 
respective communities to a minimum. 


To you, to the American public at large, this campaign has had, and will con- 
tinue to have, a very significant meaning. It means that through an aggressive 
program put forth by an aggressive publishing organization, your health and 
the health of the public is being safeguarded to a greater degree today than 
ever before in history. 


* * * * * 


The “FIGHT POLIO” program is one of many such campaigns which have 
been developed and sponsored by the editors of DOMESTIC ENGINEERING 
during its fifty-eight years of leadership in the plumbing, heating and air 
conditioning industry. Each of these has been of material benefit not only to 
this industry and its individual members but to the nation as a whole as well. 
That’s why, through the years, DOMESTIC ENGINEERING has consistently 
maintained its position of leadership. That’s why the readership of DOMESTIC 
ENGINEERING has been keyed consistently to a high pitch. It’s the reason, 
too, why the advertising pages of DOMESTIC ENGINEERING have always 
been and will continue to be of greatest benefit to manufacturers of products 


for this field. 


9 TIMES A WINNER! The publishers of 
DOMESTIC ENGINEERING have received nine awards 
for editorial excellence in Industrial Marketing’s nation- 
wide competition to determine, annually, the most out- 
standing editorial accomplishments among business pa- 
pers. There were over 660 entries in the contest just 
recently concluded. DOMESTIC ENGINEERING received 
one of its nine awards in recognition of the “FIGHT 
POLIO!” Campaign outlined above. 
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Elects Kaufhold V.P. 


Donald S. Kaufhold, sales ae | 
ager of American Ferment Com 
pany, New York, has been elected | 
vice-president in charge of sales | 
of the company. Mr. Kaufhold | 
joined American Ferment in 1941 | 
and has served as detail man, di- 
rector of the professional service 
department and sales manager. 


He is a former advertising man- | 


ager of Medical World. 


KE 7 7 S 


2'/2 BILLION DOLLAR 


-POULTRY INDUSTRY MARKET 


is 
POULTRY supply dealer 


Pioneer Business Poper Serving The Poultry Industry 


BURRIDGE D. BUTLER, Publisher 


1230 Washington Bivd., Chicago 7, Mlinois 
Write on Business Letterhead For Market Data Folder 


Housewares Buying 


Good, but Novel 
tems Still Sought 


| Aluminum, Steel 
Short; Glassware 
ls Off Allocation 


| CHicaco—Exhibitors at the Na- 
jtional Housewares Manufacturers 
| Show here last week almost unani- 
|mously declared that the show was 
|as good or better, saleswise, than 
|the show last spring in Phila- 
| delphia. 

| Only a few of the smaller manu- 
|facturers expressed concern over 
|the amount of buying during the 
week-long exhibition. Larger 
housewares and appliance makers, 
/especially those with new items, 
|were quite pleased with results. 


|A representative of the Chicago | 
Metallic Mfg. Company went so) 


far as to say that it was the best 
show yet—that buyers in some 
cases appeared to be buying ahead 
in anticipation of further price 
increases. 


‘200% Better’ 


The idea that buyers were buy- 
ing ahead, however, found little 
support from other exhibitors. J. 
Ralph Corbett, president of Nu- 
tone, Inc., here, said that while 
the show was at least 200% better 
than the one in Philadelphia, the 
buyers want something new, even 
if it is just a new idea. And they 
were buying for current sales, not 
for inventory. 

Eye-catcher display of Nutone’s 
was an “Old and New” exhibit, 
showing toasters, mixers, juicers 
and ironers of 50 years ago con- 
trasted with those of today. In- 
cluded, of course, was the con- 
trasting doorbell-buzzer and the 
latest door chime set. 

The idea will be made up into 
a traveling window display, sup- 


including Cory, Sunbeam and 


try. 


4-Cup Abco Brewer Bows 


Metal vacuum coffee brewers 
appear to be increasing in popu- 
larity, with new models being ex- 
hibited by several manufacturers. 
Abco Metal Products, Inc., Los 
Angeles, introduced its new four- 
cup heavy - gauge metal vacuum 
coffee maker which retails at $3.95 
(eight and 12-cup sizes have been 
in production for some time). 

In addition, it also presented its 
new unbreakable coffee filter made 
of coiled spring stainless steel, per- 
mitting the coffee to seep through, 
but holding back the grounds. A 
12-cup version of the unbreakable 
brewer will appear in March, and 
the entire line will get trade pub- 
lication promotion. 

Perfecto Products Company, Los 
Angeles, also showed its four and 
12-cup unbreakable brewers for 
the first time. The Perfecto coffee 
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ported by other manufacturers, | 
‘and include a new-type stai, 
G-E, and will be shown in de-' steel wire screen filter. 

partment stores across the coun- | 


-? 


Su cara merece lo mejor 


(YOUR FACE DESERVES THE BEST) 


The world’s most widely 
known products 
are advertised in 
the world’s most widely 
| - read magazine 


The Gillette Safety Razor Co. 


advertisement prepared by the 
J. Walter Thompson Company 
for The Reader’s Digest in Spanish 


a SAFETY Razor Co., GENERAL Foops 
CoRPORATION, SOCONY-VACUUM O1L ComMPANY, INC. 


—these names you know well are rapidly becoming 


well-known in other countries, too. . . 


through their 


advertising in one or more of the 11 International 
Editions of The Reader’s Digest. 
These advertisers use The Reader’s Digest because 
. they know that its International Editions: 
e@ Reach more than 2% million people in 42 countries 
@ Influence the leaders in every country 
@ Speak in the language of each country—a cardinal 
principle of export 


An ever-growing magazine in a growing world mar- 
ket, The Reader’s Digest offers American exporters 
a strong voice overseas. 


International Editions of 


The READER’S DIGEST 


WHERE GOOD CUSTOMERS MEET GOOD PRODUCTS 


fu. tense merece lo mejor 
/; — suave como mano de criature 
inocente, ¢s la hoja Gillette-Azul, 
feconocida siempre como la mejor. 
Se fabrice de selecto acero y por 
jodos de alta precisién. Todas uni- 
formes . . . tdédes excelentes. Obtenge 
su afeitads nitide y rhpida de eonocedor 
asando le hoje Gillette-Azul. 


The Reader’s Digest in Spanish... 


Guaranteed net paid circulation 1,000,000... 
widely read magazine in Spanish, 
Latin America at rates as low as 


customers in 
$2.25 per thousand, 


most 
reaching good 


Published also in British, Australian, Portuguese, 
Danish, Swedish, Finnish, Norwegian, French, 
French-Canadian, Arabic and Japanese editions. 


list of advertisers and 
Reader's Digest 
New 
Ave., 


a rates, 
dress: The 
8 iW est goth St., 
or 333? N. Michigan 


International Editions, 
York 18, N. Fc 
Chicago I, 


ad- 


Inc.., 


other information, 


LAckawanna 4-0900, 


lil., 


DE. 


Irborn 8331. 


Part of Every Dollar You Get Comes from World Trade 


| Has New Plastic Clothes Line 


| bulk of the visitors, was a plastic 


makers are made of alumi: um 


less 


Buyers Cautious 


Cutlery manufacturers ag 
that buyers were more cau: 
about cutlery purchases. At 
same time many buyers were 
cerned about prospects of steg| 
price rises if another round of 
wage increases materializes. Prices 
on knives and similar items a}. 
ready have inched upward since 
the first of the year. 

Makers of wood dishes have 
largely taken them off allocation, 
but unfinished cabinet work js 
still scarce, and few exhibitors 
were taking orders from new cus. 
tomers for immediate delivery. 

Big problem of metal dishware 
exhibitors is still the steel short- 
age, but many of them commented 
that aluminum is much harder to 
get than most people think, and 
tin is impossible to obtain. Said 
Lucille M. Barberry, advertising 
manager of Foley Mfg. Company, 
Minneapolis: “It’s no fun being 
a manufacturer of metal items to- 
day.” 


Same Ad Tempo as ’47 


Foley intends to continue its 
drive in ’48 at about the same 
tempo as that of last year, with 
small space consumer copy in na- 
tional and women’s service maga- 
zines boosting individual products 
—the food mill, sifter, chopper 
and fork. 

Glassware manufacturers are al- 
most all off allocation, and as F. L. 
Bruson, St. Louis sales manager 
of Silex Company, put it: “We're 
all ready to go back to work.” 
Silex showed, for the first time, 
its new candle-heat coffee warmer, 
a round glass jar with a stainless 
steel grate and a candle which 
will keep a glass coffee maker hot 
for 10-16 hours. Retail price is 
$2.95. 


eed 
ous 
the 
on- 


One of the attractions for many 
of the distributor and department 
store buyers, who comprised the 


clothes line of rayon and steel 
cord. The cord is guaranteed to 
withstand pressures of 330 lbs. 
Kordite Corporation, Victor, N. Y., 
is the manufacturer. 

Hoover Company, North Can- 
ton, O., presented its new electric 
iron with the “pancake dial’ heat 
control. The iron will be dis- 
tributed late in March, and will 
break in dealer ads across the 
country April 1. 

Another new item was Wype 
Corporation’s Wype, an_ auto 
enamel which wipes on with a 
powder puff and dries dust-free in 
an hour. The St. Louis corpora- 
tion is now offering the product 
to houseware dealers and dis- 


tributors, following initial suc- 
cesses in the automotive field. 


‘Scanlon Adds Duties; 
Steam-O-Matic Pushed 


Richard M. Scanlon, advertisin 
|manager of Waverly Produc! 
|Corporation, Bridgeport, Con! 
|manufacturer of the Steam-‘ 
| Matic steam iron, has been give ¢ 
'the additional post of sales ma 
_ager of the company. 

His new duties will be to he: 
up sales and advertising of t! 
new Steam-O-Matic iron whi 
| will be advertised during 1948 | 
American Home, Better Homes 
Gardens, Country Gentlema 
| Farm Journal, Good Housekee} 
| ing, Household, Ladies’ Hon 
'Journal, Pathfinder, The Saturde 
| Evening Post, business papers al 
| newspapers. Hicks & Griest, Ne 
| York, is the agency. d 


Pontiac Boosts Freeman 

| N. C. Freeman, who has bee! 
| with Pontiac Motor Division sinc 
1925, has been appointed assistan 
advertising manager. He joine 
the advertising department 2 
/1928 as head of budget control 
and later added sales promotion 
duties. 
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3,908,477 people make Los Angeles 
America's third largest market! 


GET THE FACTS ON LOS ANGELES .. . NOW AVAILABLE 


The Research Department of The 
Times has just completed a com- 
prehensive survey of the Los An- 
geles area. Studies of population 
trends, sales analyses, buying habits, 
routes, etc. Write today for a FREE 
copy of “Los Angeles-City Without 
Limits.” Full details of the many Times 
studies on America’s Third Market. 


AMERICA IS MOVING WEST... TO STAY! 


It was freely predicted that, with 
war’s end, the Far West would lose 
its swollen population. On the con- 
trary, people continue the trend of a 
century-they’re coming West to stay ! 
Los Angeles County population has 
skyrocketed a million since 1940... 


Los Angeles is now America’s Third 
Largest Market! Here are custom- 
ers for every known type of goods 
and service. Reaching them daily 
is the Los Angeles Times, whose 
circulation—largest home delivered 
in the West-is up 80% since 1941. 


CIRCULATION—ABC Audit Report for twelve months ending March 31, 1947: Daily, 400,811; Sunday, 747,852. 


LOS ANGELES TIMES 


REPRESENTED BY WILLIAMS, LAWRENCE G CRESMER - 


NEW YORK, CHICAGO, DETROIT AND SAN FRANCISCO 
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Issuing Travel Guide 

For the first time since 1939,the 
New York Herald Tribune will 
publish its “World Travel & Trade 
Guide” on March 21. The guide 
was established by the newspaper 
in 1926 and carried on annually 
through 1939, when the war in- 
terrupted world travel and trade. 
Beach Conger, New York Herald 
Tribune reporter and travel editor, 
will be in charge of the editorial 
contents. 


tisinas. Mansi. xe] 
Publishers Representatives 
SINCE 1928 


SAN FRANCISCO LOS ANGELES 
R 


USS BLDG. GARFIELD BLDG. 


NEC Signs Team 
of Tele Newsmen 


NEw YorK—NBC last week mo- 
bilized a team of ace newsmen for 
television duty. 

Aim of the move is to inte- 
grate the foreign and domestic 
news gathering staffs under Wil- 
liam F. Brooks, vice-president in 
charge of news and international 
relations, for world-wide television 
coverage. Both film and live pro- 
gramming will be used. 

Adolph J. Schneider, assistant 
manager of operations for the 
news department, has been ap- 
pointed liaison between the tele- 
vision and news departments. 

NBC newscasters, who signed 
supplemental contracts covering 


video, are Leon Pearson, H. V. 
Kaltenborn, Morgan Beatty, Henry 
Cassidy, Edward Tomlinson, Ray 
Henle, W. W. Chaplin, John Cam- 
eron Swayze, Elerm Peterson, 
Ralph Howard, Alex Drier, John 
MacVane, Leif Eid, Richard Hark- 
ness and Robert McCormick. 


Smith Adds to Title 


W. P. Smith, radio director of 
Charles W. Hoyt Company, New 
York, has been given the title of 
director of radio and television of 
the agency. 


Mosler Names Agency 


Mosler Safe Company has ap- 
pointed Albert Frank-Guenther 
Law, Inc., New York, to handle its 
advertising. Newspapers and trade 
publications will be used. 


_ Advertising Age, January 26. 94 


NLRB Hits ITU 
in Indianapolis 
Injunction Suit 


CuiIcaco — The National Labor 
Relations Board has asked the fed- 
eral district court in Indianapolis 
for an injunction against the In- 
ternational Typographical Union 
and its top officers. Hearing will 
be held Feb. 9. ITU has its head- 
quarters here. 

The NLRB asks the court to 
make ITU stop trying to force 
employers to pay for services not 
performed, stop imposing condi- 


Ud rather be home reading The Bulletin’ 


The remark is a “natural” with Philadelphians — because in this 
city of homes, reading The Bulletin is a fixed habit of more than 
four out of five Philadelphia families. 

That's why advertisers—to reach America’s third largest 
market — concentrate their messages in The Bulletin. 

They know their messages have selling power because The 
Bulletin goes home — stays home—and is read by the entire family. 


In Philadelphia— nearly everybody reads The Bulletin 


Evening and Sunday 


tions of employment on emp) syey, 
stop causing employers to dis, rim; 
nate against employes and st, 
instructing locals of ITU to <o ty 
same. 

Cranston Williams, genera! man 
ager, American Newspaper py 
lishers Association, annonce 
that the injunction action w..s no 
taken by the NLRB in the ante, 
est of any newspaper or gr. up 
newspapers. 

“The sole question involveg 
Mr. Williams added, “is whethe 
one union can defy the law , 
the land, openly violate it ap 
blatantly strike against its e 
forcement.” 


Overtime Stopped in Chicago 


Most newspaper and magazin 
publishers, and others affected }y 
the ITU’s efforts to obtain wag 
increases without contracts (, 
with only 60-day contracts) bp. 
lieve the plea for an injunctig 
in Indianapolis might have ; 
speedy effect. It is generally con. 
ceded that the NLRB’s investig; 
tion of complaints filed by the 
ANPA, other newspapers ani 
Printing Industry of America wi 
if successful, have little effect fy 
many months. 

An immediate effect of the in 
junctive step taken in Indianapolis 
is already seen by some in the 
tactics taken by Local 16 of ITY 
in Chicago last week. 

The local’s representatives have 
called on_ individual printing 
houses here asking that an addi 
tional $14.89 in wages sought by 
the union be put in effect at once 
Also, the local has ordered its 
3,500 members in job shops not t 
work overtime, daily or per week 

An official of the Franklin As- 
sociation, which bargains for most 
large and small commercial shops 
here, said that if a slowdown de- 
velops this week, an injunction 
will be sought against the local. 

Hearing in the NLRB case con- 
tinued here last week with the 
Chicago newspapers and_ union 
officers still arguing over whether 
the two-month-old strike here re- 
sults from unwillingness of the 
papers to pay wage increases or 
refusal of the ITU to accept the 
Taft-Hartley Act ban on _ the 
closed shop. 


Discuss ‘Bogus’ Work 


Much testimony concerned ex- 
tra labor costs for “bogus” work— 
setting copy for ads submitted in 
mat form by advertisers. The 
“bogus” is never used. News- 
paper spokesmen. said _ this 
“featherbedding” cost the dailies 
thousands of dollars annually, 
while one union member said the 
practice originated years ago after 
the Chicago Tribune objected that 
it set type used in other news- 
papers. 

Meanwhile, in Baltimore, the 
Sun newspapers, News-Post and 
Sunday American, signed a con- 
tract with their mailers’ union. 
The one-year contract was agreed 
to by the mailers’ union although 
it is an affiliate of ITU. In Cl 
cago, the mailers’ contract /1as 
expired but the ITU affiliate 4 
not yet taken action to renew it 


PRESS STRIKE ENDS 


ToRONTO — Pressmen employ °¢ 
in commercial plants here have .-- 
turned to work following agr:°- 
|ment with employers on wage | - 
|creases. Publication was resun © 
\last week on Canadian Ho 
|Journal, Saturday Night and 4 
long list of business publicati: 


Brandford Opens Agen: ’ 


Edward Brandford, head of 
Brandford Studios and mo 
service, one of the first all-Ne: 
|model agencies, has opened 
|own advertising agency, Bra! 
‘ford Advertising, Ine., with offic 
/at 107 W. 43rd St. New Yo! 
Eneil F. Simpson is promotion 2! 
|}public relations director 2! 
| Wiley Simmons is copy chief. 
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What do they read in TIME? 


Practically everything, of course! 


ACH WEEK 1,500,000 women and 1,800,000 men read 

TIME. Studies among equal numbers of TIME- 
reading men and women show the intensity of reader- 
ship by sex for each TIME department. 


The readership figures reported here for each depart- 


ment are based upon 1600 personal interviews. 128 women readers 120 women readers 59 women readers 75 women readers 
for 100 men for 100 men for 100 men for 100 men 
—_ | 
- Thy | 
Y, Wi | 
; ‘a » ; 
= LR \ 
EDUCATION FOREIGN NEWS INTERNATIONAL LATIN AMERICA LETTERS | 
122 women readers 97 women readers 78 women readers 74 women readers 77 women readers 97 women readers 
for 100 men for 100 men for 100 men for 100 men for 100 men for 100 men 


MEDICINE MILESTONES MISCELLANY NATIONAL AFFAIRS PEOPLE 
93 women readers 104 women readers 102 women readers 117 women readers 80 women readers 103 women readers 
for 100 men for 100 men for 100 men for 100 men for 100 men for 100 men 


PRESS RADIO RELIGION SCIENCE SPORT THEATRE 
‘ 78 women readers 107 women readers 102 women readers 73 women readers 55 women readers 114 women readers 
for 100 men for 100 men for 100 men for 100 men for 100 men for 100 men 


Why does TIME interest so many women so much? 


IT 
oe Week after week, page after page of TIME interested in practically everything. In a week 
d a satisfies a woman’s natural interests in the they do more planning and buying and rec- 
. world around her . . . and appeals to her ommending than most women do in a month. 
) personal interest in how the world affects her When you can get their interest, you've 
¥ home, her family, and herself. got something. And the best place to get it 
" For TIME-reading women are alert, active, is in TIME! 


The Weekly Newsmagazine 


...read every week by the men and women who read everybody’s Best Customers 
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Predicts New Gains 


in U. S. Construction 


The United States is expected 
to spend more than $14 billion for 
new construction during 1948 and 
approximately $70 billion. during 
the next five years, according to 
George P. Shutt, advertising di- 
rector of Architectural Forum, 
New York. Estimate for the past 
year is $12,800,000,000, a 30% in- 
crease over 1946. 

Architectural Forum has _ re- 
ported a ’47 ad revenue of $1,150,- 
000, an all-time high and nearly 
$200,000 above the previous year. 
The volume, said Mr. Shutt, rep- 
resents 29% of the total advertis- 
ing spent in monthly building 
publications during 1947. 


McMillan Elected V.P. 


York, has been elected vice-presi- 
dent in charge of public relations 
of the company. Mr. McMillan 
joined Bristol-Myers in 1944 after 
serving as executive secretary of 
the Association of National Ad- 
vertisers. 


‘Chicago Tribune’ 
Starch Stays High 


New York —Daniel Starch & 
Staff reported last week that the 
strike-enforced shift from type to 
typed make-up of the Chicago 
Tribune has had no measurable 
effect on the reading of either na- 
tional or local advertisements. 

Based on an analysis of the Dec. 
4 issue, Starch found that reader- 
ship scores were the same as those 
found in the 11 previous studies 
of the paper last year. Sample 
“noted” scores were: 


EARLIER 
DEC. 1947 
4, 1947 ISSUES 
MEN LINES % % 
Lord Calvert ...... 00 17 13 
Pepsodent ......... 11 10 
| ba Palina cigars... 225 10 9 
| Old Style Lager 
| eee 300 9 12 
Sears Roebuck ....2480 38 41 
| Walgreen Drugs ...2480 23 22 
OMEN 
| Pepsodent ........ 255 9 12 
|V-8 Catsup ...... 136 15 6 
| Broadcast corned 
=F 100 6 5 
Coca-Cola ........ 420 16 14 
Mandel Bros. ....2480 41 


55 
All advertisements checked in 


the Dec. 4 issue, both local and 
national, showed an average of 
3% reading for 100 lines (men 
and women) which is the same 
figure as for 11 previous issues. 
Detailed copy reading slipped 
somewhat, to 1.5% per 100 lines, 
compared to 1.6% for all previous 
1947 issues. 

The Dec. 4 issue was 54 pages, 
as compared to the average of 50 
pages for other measured 1947 is- 
sues, and Starch says it had 
“about the usual number of ad- 
vertisements.” Field work on a 
second “typed” issue (Jan. 8) has 
been completed, and findings will 
be reported in early February. 


‘Puck’ Boosts Budget 


Puck—the Comic Weekly, New 
York, has boosted its 1948 adver- 
tising budget 50% over last year 
and last week launched a new 
drive in Fortune, Time, New York 
and Chicago newspapers, and 
drug, grocery and advertising 
publications, featuring its comic 
strips. Robert W. Orr & Associ- 
ates, New York, is the agency. 


‘Wall St. Journal’ 
Readies S. W. Plant 


The publishing plant for the 
Southwest edition. of the Wall 
Street Journal in Dallas is vir- 
tually complete, and the first is- 
sue is scheduled for March 1. Dis- 
tribution will be handled by air- 
plane and fast trains in a 10-state 
area. Net paid circulation at the 
beginning is expected to exceed 
11,000. 

John F. Spellman, circulation 
sales manager of the Pacific Coast 
edition, will handle circulation 
sales of the new edition as well. 


Merritt Joins Ahrens 


Nancy Steeper Merritt, formerly 
assistant service executive of 
Newell-Emmett Company, New 
York, has joined Ahrens Publish- 
ing Company, New York, as man- 
aging editor of Restaurant 
Equipment Dealer. 


McCann Elects V.P.s 


Alton Ketchum and Donald G. 
Calhoun have been elected vice- 
presidents of McCann - Erickson, 
New York. 


sae 


Young families with children are your biggest customers 


With seven out of ten people in the U. S. living in a family with children, it is only 
natural that this vast market spends more each year for products and services than 
all other markets combined. And PARENTS’ MAGAZINE is the only major magazine 
to concentrate its circulation exclusively in families with children, 


The typical PARENTS’ MAGAZINE family is young 


Only PARENTS’ MAGAZINE, among Women’s Service magazines, reaches an 
audience that is always young, always in the years of top spending, always young 
enough to be susceptible to brand advertising. For mothers and fathers, as they 
pass the age of peak spending, drop from the PARENTS’ MAGAZINE subscription 
lists—and their places are taken by new young mothers and fathers. 


Reach more than 1,150,000 


young families with children 


PARENTS 


MAGATINE 


through PARENTS’ MAGAZINE 


52 Vanderbilt Avenue, New York 17, N. Y. 
360 North Michigan Avenue, Chicago, Ill. 
Atlanta - Boston - Los Angeles - San Francisco 


Garvretig the PARENTS’ SEAL 
: inspires confidence 
and increases soles 


Advertising Age, January 26, 943 


5th National Net 
Readied in Denver 
by Titus, Pearl 


DENVER— Two ex - Roche:tey, 
N. Y., residents, reunited here 
after more than a score of years. 
were to meet this past weekend 
with engineering and sales repre- 
sentatives of networks to make 
final plans for a fifth national net- 
work to be called Radio America. 
they announced. 

They are Paul M. Titus, 47- 
year-old one-time Rochester news. 
paperman, radio ghost writer and 
radio station consultant, and How- 
ard L. Pearl, former Michigan 
school teacher who in recent years 
has operated and sold mining 
properties in Panama, Canada and 
Colorado. 

Among large advertisers re- 
ported ready to use Radio America 
are Procter & Gamble, Genera] 
Foods, Standard Brands, Ameri- 
can Home Products and Sterling 

Drug. 


Ask $600 Monthly 


Contracts have been presented 
to radio stations in this area call- 
ing for station payment of $600 
monthly for four frozen hours 
daily. Mr. Titus is said to have 
signed up seven national adver- 
tisers offering stations coming 
into the network three and one- 
half full rate hours in addition to 
the four regular hours. 

The new network is to be fi- 
nanced by a 75,000-share stock 
sale at $7.50 per share to be of- 
fered shortly by a Chicago bro- 
kerage house not yet named. 

Studios are to be set up in the 
Newhouse Hotel here where Titus 
has established headquarters. 
Radio America is incorporated in 
Nevada. : 


Offers to Split Profits 


The new network is offering 
contract agreements to AM sta- 
tions in which it agrees to “build 
and deliver broadcast programs 
continuously for 18 hours each 
day, starting at 6 a.m. and ending 
at 12 midnight. Said programs to 
be kept at all times on a parity 
with the programs being presented 
on the other national networks,” 
provided that Radio America may 
deliver only eight hours of pro- 
grams the first month. 

The agreements also provide 
that the programs be furnished by 
wire when possible, otherwise by 
“any other method necessary.” In 
addition, the network agrees to 
divide its net profit, before taxes, 
at the end of each calendar year, 
into two equal parts and rebate 
one-half to affiliated stations on 
a “pro-rated hourly basis.” 

One radio station representative 
told AA that Mr. Titus’ offe 
promised his station more adve! 
tising revenue in a week than | 
is now making in a month. 


Hearst Promotes Haig 


| Robert E. Haig, who has be¢ 

newsstand sales manager of Hear: 
|Magazines, New York, and ha 
| been associated with the compan 

since 1938, has been appointe 
‘circulation director of Hears 
‘Magazines and Internationa 
|Circulation Company. He suc 

ceeds Roland H. Bachman, wh 
|has resigned to join J. O. Sto 
| Company, Chicago. 


‘Digest’ Promotes Lund 

Robert T. Lund, who joined th« 
staff of Reader’s Digest Interna- 
tional editions in August, 1946 
has been appointed to the newl) 
created position of eastern man- 
ager. Prior to joining the Digest 
Mr. Lund was export advertising 
manager of Parker Pen Company 
and before that, an account ex- 
ecutive with J. Walter Thompson 
|; Company, New York. 
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THE FIRST DEMONSTRATION PORTFOLIO OF THE 


HERE ARE STIMULATING EXAMPLES of the work, some never before published, of nine 
artists (listed at right) who have formed a group for mutual stimulation and promo- 
tion. Each set of samples is accompanied by a short biography. The exhibits range 
from magazine cover and story illustrations to original techniques developed for 
advertising uses. The idea is to give art buyers, both editorial and advertising, a 
representative exhibit of the current work of alert, experienced graphic artists. Art STANLEY EKMAN 
directors have approved the idea as an aid to intelligent art buying. RAYMOND CRAIG 
JOHN HOWARD 
ELMER JACOBS 
JAMES LENTINE 
PAUL PINSON 
EVERETT McNEAR 
CLIFFE EDTEL 
STEVEN SKIBO 


COPIES OF THE FIRST portfolio have been sent to a representative list of art buyers. 
If you did not receive a copy, please notify us on your business stationery. As 
the edition is limited, we will fill inquiries in the order received while copies last. 
WE PLAN TO ISSUE a series of portfolios, each built around an idea of presentation 
of general interest or practical value to art buyers. If you wish to receive the 


series, please let us know. Mail address: 


NINE ILLUSTRATORS « 333 NORTH MICHIGAN AVENUE, CHICAGO 1, ILLINOIS 


Under the policy of encouraging constructive and 


cooperative activities in the graphic arts, thas space 1s contributed by COLLINS, MILLER & HUTCHINGS, IN c. 


CHICAGO PHOTOENGRAVERS 
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produced for charity by 


Chicago Tribune events 


Community Fund...... 


Jewish Charities. ...... 
YMCA Central Group... 


Neighborhood Centers 


Boys Club Association. . 


Salvation Army....... 


Chicago Federation of Settlements & 


BENEFICIARIES OF 
CHICAGO TRIBUNE CHARITIES, Inc. 


1947 


Algonquin Hospital Fund............. 


Ilinois Veterans’ Services............. 
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Catholic Youth Organization.......... 
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Sally Joy Brown Funds............... 


$ 85,225.00 


24,154.43 


26,230.51 
26,230.51 
26,230.51 
17,050.00 
17,050.00 


$272,964.16 


tHE 


IS en | 


CHICAGO TRIBUNE 


in 1947) 


ISTED in the accompanying panel are the charitable and oe 
benevolent organizations which shared the $272,964.16 fad 
disbursed in 1947 by Chicago Tribune Charities, Inc. | 
This total represented the net profits produced by the 
program of sports and other events sponsored by the Chicago 
Tribune last year. 

These events were originated to provide wholesome com-fl 
petition for the youth of the community and the nation and to 
offer top-flight recreational opportunities to spectators at pop- 
ular prices. | 

Today the public makes box office smashes of all of them 
on the strength of their appeal as outstanding attractions. For 
some of them, tickets are bought and paid for as much as a 
year in advance. 

Since 1928, these events have produced more than 
$2,700,000.00 for charity. While providing entertainment 
for the millions who have paid to attend them, these even's 
produce huge annual returns which benefit the underprivileged 


of all races and creeds thruout Chicagoland. 


WORLD'S GREATEST NEWSPAPER ¢ 
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R On August 22 last year, 105,840 persons spent more than $350,000.00 to see the 14th annual All Star Football game staged by the Chicago Tribune in Soldiers’ Field. . 
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: On March 28, 1947, an audience of 21,625 paid from $3.60 to $1.20 to see the 20th annual Intercity Golden Gloves matches held in the Chicago Stadium. 
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Again on May 28 last year, 21,302 persons paid from $5.00 to $1.25 to attend the 10th International Golden Gloves matches staged at the Chicago Stadium by the Chicago Tribune. 
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More than 95,000 persons paid from $1.25 to $1.00 to attend the 18th annual Chicagoland Music Festival held August 16 last year in Chicago's great lake front Soldiers’ Field. 
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The Agency Billings Picture 


This week, ADVERTISING AGE 
again presents its unique annual 
roundup of agency billings figures, 
covering all agencies whose bill- 
ings totaled $10,000,000 or more 
during 1947. 

And again we are reminded 
that, despite record-breaking bill- 
ings levels, the advertising agency 
business continues to be a rela- 
tively small business. The almost 
two score agency “giants” whose 
billings are discussed in this issue 
are reported to have had aggre- 
gate billings for the year of almost 
$940,000,000, which is, still, a 
whale of a lot of money. But 
agency billings are not compar- 
able to other companies’ sales. 
They are merely an indication of 


spreading of agency service, in- 
cluding a substantial increase in 
the total number of agencies. 

The annual ADVERTISING AGE 
tabulation of agency billings, now 
generally accepted and widely 
quoted, was originally severely 
frowned upon by some agency 


head-shaking in some quarters. 
The concern over publication of 
the figures seems to stem, first, 
from a feeling that they provide 
ammunition for those elements 
who are intent upon stirring up 
economic dissension, and second, 
from a suspicion that not all of 
those who report their figures stick 
wholly to the actual facts. 

These viewpoints are sincere 


the amount of money that has | and honest and we recognize them 
passed through the agencies’ | as such, even though we do not 
hands, much like the total amount “agree with them. We believe, in 
of a bank’s deposits. |all sincerity, that if there is any- 

Actually, the agencies reported | thing in the agency system which 


men, and still is the subject of | 


ili} 


| - 


aes SRS 


“Imagine. He used to be a two-miler, and yet he collapsed before we got 
around to the meat counter." 


Birds, Bees & Books 

In general, the Ad-libber will 
buy the premise that sex is here 
to stay. But it stays in some 
awfully odd places. 

Notably, lust has landed in the 
library. 

We can remember § shielding 
movie and perfume _ advertise- 
ments from the children, but if 
the present trend keeps up the 
‘kids will be bootlegging the book 
review sections of newspapers for 
| behind-the-barn reading. 


well that anything certified by re-| 
search is secure, and the Kinsey | 
report confirms everything they 
had hoped. You can look for ads | 
any day featuring a_ colonial) 
woman who “might easily have 
done all of Kinsey’s research for 
him.” 

Or maybe some adaptable 
writer will come up with a story 
in which a detective is hired as a 
Kinsey investigator. This simple | 
switch obviates the necessity of | 
oa four or five nympho- 


Advertising Age, January 26, tg 


The following documents may 
secured without charge fron, con 
panies sponsoring them or throu 
ADVERTISING AGE, by any nation 
advertiser or advertising agen 
executive writing on his busine 
letterhead. Address ADvVeErtisy 
AcE, 100 E. Ohio St., Chicago | 


No. 2981. The New Bedford My 
ket. 

In this illustrated folder, 4 
Standard Times, New Bedfor 
Mass., maps its market area, lis 
its industries, tabulates mark 
data and specifies its coverage. 


No. 2982. Why Jewish Advert 
ing Pays Off. 

This booklet presents six cay 
paigns, which ran in English pw) 
lications, along with their Jews 
counterparts which appeared cq 
currently in Jewish newspape 
The Joseph Jacobs Organizati 
which prepared the Jewish ads 
cooperation with the = accour 
regular advertising agencies, 
scribes the scope of the New Yc 
Jewish market and the organiz 
'tion’s facilities for reaching it. 


No. 2983. Katz Agency Study 
Farm Duplication and Cov 
age. 

The Katz Agency has issued t 
19th annual (1948) study of se 
tional and national farm pape 


|including circulation breakdow: 


line rates and. page sizes, and 
chart on R.F.D. circulation. 


No. 2984. Inquiries — Their Ca 
and Handling for Industri 
Advertisers. 


Putman Publishing Compan 


|publisher of Chemical Processi 


Preview and Food Processing Pr 


| The blunt truth is that reading |™aniacs to keep the plot moving, 
_ads for current novels is practic- and of dreaming up the comic 
ally an excursion into eroticism. |Sttip characters who yaw 

The common denominator of|through the average detective 
current novels, besides the slip-|Story. And what a theme! And 
‘shod writing, is a liberal splash- | What a copy line for the tired ad- 


on in this issue did an‘aggregate|can feed the fuel of economic) ing of four-letter words, bawdy in | Vertising agency! 


business of about $140,000,000, | overturners 
which is still a lot, but not exactly | admit), no basic purpose is served 


(which we do not | context and free of relevance. The | 


If this keeps up, the Watch and 


|general defense for this sort of | Ward Society will be scanning 


a staggering total in the present | by hiding, or attempting to hide, | 


state of the economy. | 
areas, the volume of all these| be guessed at anyhow. 


agencies put together would not| Likewise, we have always had 


In many | statistical information which can| 


about migrant workers or sponge 


make one “giant.’’ That is true in|a suspicion that, while the large | 


the steel business, the automobile | majority of agencies provide ac- 
business, the meat packing busi- | tual billings figures or a statistic- 


| 


mess, the food business, and even/|ally close approximation of them, | 


in a number of retail fields. 


The agency business, as we have on rose-tinted glasses when they | 


We are Stories printed by his magazine, Eureka! 


said, continues to be essentially a read their figures to us. 
small, personal service business.| not pleased with this, nor are we 
Indeed, there are indications in| overly alarmed. Fortunately, it is 
this year’s figures that the “giant” | not very difficult to spot a figure 
agencies are placing a somewhat that gets too far out of line in this 


‘one or two reporting agencies put | 


smaller portion of the total vol- | area, because all agencies’ ac-| 


ume of national advertising than|counts are known and their ad- 


in the 


composition is “realism,” and the 24S, and the Saturday Review of 
author very often has quite an ad-|Literature will be selling like 
vantage in that if his novel is|¢’@zy in the Boston black market. 
But we've noticed frequently 
divers, few of the subjects of his |that movies carrying a full libi- 
book will ever read it, and most dinous load of advertising are 
of the people who read the book 8enerally poor movies, and we 
would believe the conversation |Can’t help wondering if book pub- 
and episodes to be realistic. lishers have gradually acquired 
We remember a pulp editor who the technique. 
once reported that, in one of the| 


Our rubber watch chain award 
for the year goes to Trydea, Inc., 
New York, which is now market- 


a Malay wound his krait around 
his head, leapt into his kris and 
paddled swiftly away. Of all the 
readers who read the story, only 
a couple relayed the startling in-| change in position on cars, within 
telligence that the krait is a ven-| easy reach of the driver, for pay- 
omous snake, and a kris is a good!|ing tolls, parking charges, etc. 


ing a coin-holder which holds | 


view, discusses, in this bookl 
‘numerous questions relating | 
the handling of inquiries, such : 
| “Should inquiries be sent to sale 
i'men immediately?”; “How quali 
inquiries for follow-up?”; “Do i! 
|portant industrial men inquire’ 


| ete. 


|No. 2985. Where Is 60% of Yo 
Home Building Market? 


_ Household says, in this folde 
|that 60% of all non-farm hom 
|built between Jan. 1, 1939 al 
June 30, 1947, were built in citi 
and towns under 25,000 popul 
tion. The folder points out th 
|Household’s circulation is ol 
‘centrated in small cities al 
|towns, and shows what the mag 
\zine does, editorially, with hom# 


|building and remodeling feature 


No. 2940. 


NIAA Report for ! 
dustrial Equipment News. 
Forty-eight items of  factu 
media information, presented ! 
the form requested by the N% 


they have past—which | vertising expenditures can be rea-|Sharp knife, and who was this Our award is for an idea that| 


tional Industrial Advertisers A‘ 


means that there is a greater 


sonably well measured. 


There Are Still Some Nitwits 


By and large, the agency which 
attempted to influence the use of 
publicity material through direct 
or implied threats or promises 
about paid space, went out soon 
after the dodo. But here and there 
they still crop up, although their 
ranks have shrunken and only the 
unknowing amateurs still try the 
trick. 

For example, the following 
beautiful example of a gold brick 
wrapped in a soft sow’s ear was 
brought to our attention the other 
day: 

“Naturally, we have no wish to 
place either you or ourselves under 
any obligation in relation to the 


|'contemplated national advertising 
schedule now in the process of 
compilation. Human nature being 
what it is, however, any favorable 
cooperation we receive from your 
editorial, and more particularly 
any results traceable to your pub- 
lication from the editorial matter 
published, will of course have a 
definite influence on the nature of 
the schedule when it is finally 
ready for release.” 

Brother, you sound like a Soviet 
diplomat trying to talk sweet and 
low. We hope some long-suffer- 
ing editor reverses the traditional 
procedure and comes a-gunning 
for you with a six-shooter. 


/'guy, Mandrake? 


|sections coming out in purple ink, | steaks, 


This ought to prove the point. anywhere, even temporarily. 
You can write like a whiz about) 
something without knowing any- | Jottings 
thing about it, as every copy-| On Dec. 8, 1932, these were the 
writer knows. |prices in a meat market in a small 
Anyhow, we expect to see book|Rocky Mountain town: 
10 cents per Ib.; 
and hear newsdealers whisper roasts, 8 cents; smoked hams, 10 
stealthily, “When yer missus has | cents; bacon, 2 lbs., 25 cents: mut- 
got her House Beautiful, see Sam. | ton, 8 cents. . . 
We got a couple copies left of the Bilt-Rite Baby Carriage Com- 
Gazette’s book section.” pany, Brooklyn, is in the van of 
The ads practically pant out of! the celebration of 1948 as the cen- 
the page. No double entendre, no tennial of the baby carriage. . . 
birds-and-bees stuff. Any day! According to Converted Rice’s 
now, we look for the old shill) advertising copy, “each grain sa- 
trick, “No copies of this book will) lutes you” . . 
be sold to minors.” | 
And of course, comes now the has started the Chessolitaire Com- 
Kinsey report. 
a pyromaniac a new blowtorch. produces a game called, logically, 
What used to be merely fun to|Chessolitaire. He describes it as 
write now has the backing of) “a new accessory for solo chess 


|solid research. Admen know darn practice and education.” . . 


makes it possible to hold money | 


Beef | 
beef | 


Fellow named W. L. Stoddard | 


This is like giving | pany, in Wayland, Mass., which | 


sociation, are put together in th 
‘folder, issued by Industrial Eq: 
| ment News. 


|'No. 2936. Tenth Annual Suv 
| of Homemaking. 

Dell Publishing Company’s !? 
‘annual study, reporting or 
|classifications of foods, house'i0 
|products and appliances, sh» W 
‘brand preferences since 9 
among readers of the Dell Moe! 
Group. Percentages of the 4 
ket held by leading brands 4 
shown, with over-all use of °@4 
type of product. 


No. 2935. KMA Market Stud 


Station KMA, Shenandoah 
has issued this coverage and ! 
ket study, which contains a |! 
coverage map, area-wide 
phone coincidental surveys an 
analysis of three consecutive ) 
|of audience mail. 
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——— DAZZLED 
| BY 
OUT-OF-DATE “FIGURES !” 


: You need today’s facts 
and figures on Philadelphia... 


America’s 3rd Market i 


Nothing shifts so fast as the marketing scene. Be 

| sure you are planning your progress in Philadelphia 
; with the latest statistics. Such data shows 

4 THE INQUIRER at an all-time high in advertising ... 
circulation ... and productivity. 

i 


THE PHILADELPHIA INQUIRER in 1947 carried more 
than 28 million lines of advertising—largest volume ever 


published by any Philadelphia Newspaper at any time. 


NOW IN ITS 15TH YEAR OF ADVERTISING LEADERSHIP 


Rs AMEE: SIF Me a TE STE RRO 0 AIH Soe De ae . 
Pe eR ee RE os 


Exclusive Advertising Representatives 
ROBERT R. BECK, 20 North Wacker Drive, Chicago 


', W. LORD, Empire State Building, N. Y. C. 
West Coost Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco 
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Che Philadelphia Anguirer 


CIRCULATION: DAILY...OVER 700,000 e SUNDAY...OVER 1,000,000 


GEORGE S. DIX, Penobscot Building, Detroit 
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South Bend, Indiana has every appeal as a strong test 


market. Its population is perfectly typical of America’s in- 


dustrial-agricultural structure. It has a fine record of suc- 


cessful tests. It is entirely self-contained—the people who 


live here buy here. And one newspaper — The South Bend 


Tribune— gives saturation coverage of “Test Town, U.S. A. 


” 


Write for your free copy of our market data book. 


Soulh Bend 


~— Tribune 
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STORY, BROOKS & FINLEY, INC. + NATIONAL REPRESENTATIVES 


Wakeman to Lefton: 
Takes Ekco Account 


Del Wakeman, who resigned as 
advertising manager of Ekco Prod- 
ucts Company, Chicago, to set up 
Wakeman Advertising, Inc. (AA, 
Dec. 1, 
agency and joined the Chicago of- 
fice of Al Paul Lefton Company 
as vice-president and account ex- 
ecutive. 


more than $400,000 in six months 
last year, and which Mr. Wakeman 
was to service at his new agency, 
will now be handled by Lefton. 
Les Weinrott, independent radio 
producer and director, was the 
only other announced principal in 
the Wakeman agency venture. 


RCA Promotes Elliot 


Robert A. Elliot has been named 
manager of broadcast audio sales 
for the RCA Victor division of 
Radio Corporation of America, 
Camden, N. J. Previously he 
supervised export sales of broad- 
cast audio equipment for RCA, 
| with which he has been associated 
|since 1945. 


1947), has dissolved the. 


The Ekco account, which billed | 


“The Progressive Grocer is valuable 
because it is full of information on 
subjects we are most interested in— 
merchandising ideas, facts about dis- 
play, authoritative information on store 
plans and layouts, and on all im- 
portant phases of successful retail op- 
eration. We refer to Progressive Grocer 
continuously in our contacts with retailers. We 
know that the information it brings to the 
trade, editorial and advertising, is put to use 
by the leading retailers in our territory.’ 


W. F. BRITTON, General Manager 
Hannaford Bros. Co. 

Portland, Maine 

Sponsors of Red & White Stores 


With the merchants who sell or directly 
influence the sale of 90% of the volume 
of grocery and combination stores... 


More Keaders 


_and more ot the right readers 


than any other food publication 


Survey after survey proves that fact. The Progressive Grocer is read by 


more people in the food business than any other publication — and by more 
of the important people. 


That’s easy to understand because: 
@ It reaches the right people — the owners and operators in big volume 


@ It gives food merchants the kind of information they want — practical, 
down-to-earth stuff on store operations — sound working information 
they can take and use to do more business and make more money. 


@ Its pocket size makes it easier to read, easier to carry home, easier to 
keep on hand for reference. 


ha Pogessve Grocer 


where the best merchants 
in the food trade 

get their best 

selling information 


Advertising Age, January 26. i94) 


W. A. Scherff Is 


Named Industrial 
Adman of the Yeq, 


Cuicaco — William A. Scherg 
_advertising manager of Plymout 
Cordage Company, Plymouth 
Mass., has been selected as “Jp, 
dustrial Ad-Man-of-the-Year” } 
The Copy Chas- , 
ers, ad critics of 
Industrial Mar - 


keting. 
The Copy 
selec- 


Chasers’ 
tion, published 
in the January 
issue of Indus- 
trial Marketing, 
is given to Mr. 
Scherff (“ably 
aided in his pro- 
gram by George 
Dock of the New York office ¢ 
|Fuller & Smith & Ross’’) for, 
| series of inserts in business paper 
|which provide useful, practic; 
help for rope users. 

As The Copy Chasers explained 

“A manufacturer of what we- 
and probably you—would cor. 
sider a very humble product- 
rope—has been successful in get. 
ting 11,000 copies of his advertising 
posted or otherwise permanent|; 
‘located in some 3,000 of the mos 
_important industrial plants in thj 
| United States. .. Associations ani 
educational institutions have giver 
further distribution. Why? Be 
cause those ads offer useful in 
| formation.” 


‘Plymouth Life Saver’ 


The inserts which won. th 
“man-of-the-year” award for Mr 
|Scherff are printed in two colors 
‘Carrying panels which identify 
|them as “A Plymouth life saver,’ 
‘each of the inserts consists en 
| tirely of informative material an¢ 
sketches on such subjects as reev- 
‘ing tackle blocks, rope knots t 
/use for industrial jobs, how t 
/save labor and power in rope use 
|/how to take proper care of your 
rope, etc. 
| In the opinion of The Copy 
|Chasers, the campaign met ad- 
-mirably the problem of no brand 
|preference for rope, not much 
| knowledge of rope by buyers, and 
lack of spectacular competitive 
sales points; and also succeeded in 
\getting something into the hand: 
of buyers that says “Plymouth,’ 
‘and getting distributor salesmen 
to talk the line. 


RR Ad Managers Elect 
McKay President 


The Association of Railroad Ad- 
vertising Managers has elected 
S. E. McKay, Chicago advertising 
representative of the Baltimore & 
Ohio Railroad, as its president 
H. B. Northcott, Union Pacifit 
Omaha; Mac G. Collins, New York 
Central, New York, and Walter $ 
Jackson, Chesapeake & Ohi0 
Cleveland, have been elected vive- 
presidents. 

The following have been & 
elected: A. W. Eckstein, Illi! 
| Central, Chicago, treasurer; E. 
| Abbott, free-lance travel wri 
Evanston, IIl., secretary, and C 
|Perrin, Poole Brothers, railr 
printers, Chicago, assistant se: 
tary. 


William Scherf 


Yawn & & 


‘American Home’ Ad 
Figures Incorrect 


Through an error in report: & 
incorrect figures on advertis 1% 
linage for The American He °° 
for January were reported in 1 
Jan. 19 issue of ADVERTISING / ! 

The correct advertising lin 
figures for the January, 1948, 
sue are 24,209 lines or 38.3 pa: 
The magazine’s January issue 
| year carried 19,795 lines, or 
proximately 31.3 pages. 


Appoints Feuer 


Harry Feuer Jr. has been : 
| pointed advertising and sales p 
|motion manager of Excel Mo 
| Products, Inc., Chicago. 
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The Practical Builder Market 


PRACTICAL BUILDER readers, according to a survey yield- 
ing 41% returns, did over $9,000,000,000 of building in 1947. 
Builders who read no other building publication than PB, 
did $5,000,000,000 of building in 1947. These figures will be 
substantially the same in 1948. 

It is apparent from these figures that the so-called light con- 
struction market cannot be reached without PB, and that with 
PB you reach a bigger share than with any other paper. 

This multi-billion dollar construction market is made up of new 
residential and other light-load-bearing commercial and institu- 
tional buildings, plus remodeling, repair and maintenance of these 
buildings. 

PB’s readers, the contractor-builders, are the ‘‘“men-who-buy”’ 
of the industry. They control purchases, determine specifications, 
install or apply 90% of the products used to build, remodel, re- 
pair, or maintain residential, commercial, religious, educational, 
factory and light-load buildings. 

PRACTICAL BUILDER readers constitute the greatest 
amount of buying power in the contractor-builder field. In 1946, 
the average volume of PB’s contractor-builder subscribers totalled 
$134,555—a new “high” in the industry. In 1947, the building 
total (established by survey) is $186,536 per subscriber. 


Why Is Practical Builder Top Magazine for Builders? 


PB is the top magazine among builders because it is the only 
publication whose editorial formula is based on the primary in- 
terest of the builder—‘‘how-to-do-it.”’ 

Regardless of how “big’’ the contractor-builder is, whether he 
builds one house or a thousand, whether he is building a school, 
church, factory, store, theatre or whatever it may be he is inter- 
ested in doing the best job at the lowest cost. He reads PB be- 
cause in it he gets much more of this information than from any 
other building magazine. 


PB Is More Than a Plan Book 


Most builders, large or small, reach their status by coming up 
“through the ranks,’’ and are, therefore, mechanical minded, 
practical individuals, to whom PRACTICAL BUILDER'S prac- 
tical editorial fare is best suited. Because PB is the builder’s guide- 
book to construction, not merely a plan book, more builders pay 
to read it than any other magazine. 

PB has no divided editorial interest. It has but one purpose—it 
is devoted exclusively to the best interests of the contractor- 
builders—to help them solve their problems. As a result, its 
growth, both in circulation and advertising, has been constant. 
Each month brings PB an average of 300 completely unsolicited, 
over-the-transom subscriptions from builders. 


PB is independent—it has no affiliations with any associations 
or building group. It is this editorial independence that allows our 
editors to print everything that is good for the reader. 


Largest Editorial Staff, Most Experienced Building Talent 


PB is staffed by practical men. It enjoys the resources and ex- 
perience of a publishing organization that for over 30 years has 
published outstanding building industry magazines. 

No other magazine serving builders has so wide a building in- 
dustry background. PRACTICAL BUILDER has the largest staff 
of any magazine in the field—and all of them men who have been 
steeped in the building industry all of their lives. PB is the only 
paper in the field with the talent to make a “HOW-TO- 
DO-IT” magazine possible, that’s why it is the only such 
magazine. 


Most Widely Quoted Magazine in Building Industry 


This is testimony to the fact that our editors have the know- 
how. Aside from a full fare of ‘“‘chow-to-do-it,”’ our staff has always ~ 
fed builders on industry matters in such a way that such news- 
papers and magazines as N. Y. Times, Chicago Daily News, Col- 
lier’s Magazine, are constantly quoting Practical Builder. 


70,000 Distribution, Most Builder Subscribers 


PB goes to more than 70,000 building men—more builders pay 
to rad PRACTICAL BUILDER than any other paper. In addi- 
tion, each copy of PB is read by 2.4 extra readers—giving adver- 
tisers a plus readership of over 160,000. PB’s advertising accep- 
tance by most of the prominent manufacturers in the building 
field is based on its acceptance by its readers! Frequent question- 
naires put PB in first place as the magazine contractors prefer. 

PB’s circulation is highly selective. It will be increased as rapid- 
ly as qualified builders are accepted as readers. 


Largest Advertising Gain 


Practically all the outstanding manufacturers of building prod- 
ucts are regular advertisers in PB. Since 1940, the advertising 
volume in PE has increased 337%. 

PB’s new format (7”x10” type page size) enhances the value of 
the advertiser’s message through better visibility—-smooth flow 
of reader traffic throughout the book. It gives your advertising 
best possible exposure—no masses of 60 or 70 pages of solid adver- 
tising grouped in any one spot in the book. 


SEND FOR BOOKLETS and research data interpreting the light construction 
market for your products: “‘The Unprejudiced Story of the Builders’ 
Function in the Light Construction Market,” ‘Practical Builder Readership 
Survey,’’ and many others. 


PRACTICAL BUILDER 


5 SOUTH WABASH AVENUE, CHICAGO, (3) 
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BUILDERS PAY TO READPB ne rode pocoion 


START the New Year right 
by learning how to write 
ve a good letter. Send $1 for 
your copy of this new cor- 
a 4 


ee 9 
: ¢ § resp 1 that 
bed Du Pont, Hercules Powder 


W ite Co., Bell Telephone Co. of 


firms are using to teach 
their people how to write 
BETTER letters. Tells how 
to make every letter a 

SELLING letter; how to an- 

Letters” 

letters; how to close them. 

by EARLE A. BUCKLEY, is the result of 25 

years of specialized experience. Guaranteed 

, te produce results. Money refunded if you 
aren’t satisfied. 


Pa. and hundreds of other 
: . . 
_ Friendlier 
swer inquiries; how to han- 
dle complaints; how to start 
t ? BUCKLEY INSTITUTE 
* Dept. A, 1420 So. Penn Square, Phila. 2, Pa. | 


The occasion was the annual 


Coin Machine Show <= Machine Industries show, 


Gives Promise of 


Big Year Ahead» 


/which wound up the first year of 
/an industrywide public relations 
drive to convince the public that 
|the business has come of age and 
\is strictly legitimate. 

| While the coin device manufac- 
|turers did not show many com- 
pletely new and different venders, 


Cutcaco—Flashing lights, ring-|JuKes and assorted amusement 
ing bells, the tinkle of coins fall- |844gets, almost all of them had 


ing into locked collection boxes, Production 


models of devices 


the snap of plungers on pinball Which made their debut at last 


machines, and the pay-off click of | ¥©@? ’s es pnt 
one-armed slots last week prom-|™@ny Manutacturers were able ; Ee 
ieee Sheth ated deaibinns ous q|promise delivery in 30 days or |Of the industry visited the 209 ex- 


take more loose change in 1948 | !€sS. 


than they did in ’47. 


iaunence, 


| (547 SOUTH CLARK STREET + CHICAGO + WABASH 6284 


NC. for quality 
| J photo engravings — 


} 


Less Expensive Models Bow 


manufacturers have installed coin 
change devices on the machines, to 
grab the dimes and quarters of 
prospects without a nickel, return- 
ing the change from the larger 
coin with the purchase. 

And to beat the legal restric- 
tions on pinball gadgets (notably 
those in New York state), more 
manufacturers’ introduced roll- 
down games, both with large and 
smaller balls, giving the customer 
greater control over his play. 

More than 12,000 operators, 
manufacturers and other members 


/hibit booths of 122 exhibitors. 
|New vending devices included a 
|soup dispenser which dishes out 


| Problems involving rising costs| three kinds of soup at 160°, re- 
|of operation were solved by sev-|frigerated ice cream bar machines 


eral manufacturers who exhibited 
less expensive models of devices 
introduced last year. A solution te 


rising operation costs in the jukes| shoe 


appeared in the form of two-min- 
ute records, which seem to be gain- 
ing ground in popularity. 


and an aspirin gadget which sells 


three tablets for a nickel. 


Several companies came up with 
shine machines, most of 
which involved rotating brushes 
and put out polish-up jobs. How- 
ever, the Parent Distributing Com- 


In addition, a number of vender | pany showed the Douglass Auto- 


3 ae ae 


When she reaches for a product she’s not guessing. 
A convincing sales message in her FAMILY CIRCLE 
has influenced this purchase. You too can guide 
her hand...fo your brand...and the hands of 
1,500,000 other readers of FAMILY CIRCLE, who 
daily patronize 6,000 American, Colonial, First 
National and Safeway chain grocery stores. 
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neighborhood magazine— 
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matic Shoe Shiner, which op. 
tains openings for the sho. in 
which sponge buffers apply color 
wax and polish, at 30 second: per 
shoe. 

A hot coffee machine made py 
Bert Mills Corporation here, y, hich 
brews a fresh cup, adds cream 
sugar, both or neither as desire 
is now available for delivery. It 
made its bow last year, and has 
since attained popularity in sey. 
eral regions. 

Also in evidence were coin-op. 
erated television sets, radios ang 
other amusement devices including 
a horoscope typewriter made by 
Cointrol Corporation here. The 
typewriter types horoscopes at the 
drop of a quarter, turns up the 
paper, tears it off and presents jt 
at the side slot. 


35,000 Popcorn Venders Sold 


The popcorn venders which 
were introduced at the last show 
have boomed in popularity during 
the year, with estimates of ma. 
chines placed during the year 
ranging as high as 35,000. 

The popular idea that candy 
bars and similar items cannot be 
sold for more than a_ nicke] 
through coin machines was se- 
verely shaken by reports of tests 
made by Vendall Service Corpora- 
tion, here. 

Choosing good locations, but not 
places where money is flush, Ven- 
dall set up adjacent machines, one 
selling the most popular names in 
bars, chocolate, nut rolls, etc., and 
the other, less popular but well- 
known first-rate items. The leader 
brands were priced at five cents 
and the excellent quality, but less 
well-known, went for six cents. 


6-Cent Sales Better than 5-Cent 


Since the company is concerned 
with the dollar volume of its sales, 
it was both pleased and surprised 
|to find that in the course of the 
test period (over two and a half 
months) the volume in the six- 
cent bar has consistently been 
higher than sales of the five-cent 
bar, indicating that people will 
pay an extra coin without protest. 

Bert Riel, sales manager of Ven- 
dall, cautiously avoids conclusion 
jumping, but asserts emphatic- 
ally: “No one can say that people 
will not put six cents in slot ma- 
chines.” 

“What we tried to do,” he con- 
tinued, “was simply to find out 
whether coin machine operators 
would be forced to 10 cents, or 
whether their volume would be 
cut dangerously if candy prices 
should rise further.” 


Could Sell if Necessary 


“Our tests were conducted in 
Chicago,” he said, “and we are 
certain that, if necessary, we could 
vend the top bars here at the 
higher price. Naturally, we don’t 
want to do so if it can be avoided.” 

Only four of the eight juke box 
manufacturers with large exhibits 
here showed their wares at the 
CMI show. Indications in the 
coin-phono field suggest that the 
price line is wavering, with two 
of the manufacturers quietly re- 
ducing prices. Few innovations 
were apparent in the jukes, with 
ithe exception of the two-minute 
records. Significant, however, ‘5 
the shift from distributors to sal«s 
agents by one large manufacture’ 
within the past two months, w 
|a corresponding cut in comm):- 
|sions. Resistance to high prices 
‘on the part of operators dictated 
the move. 


G-E to Push Receivers 


General Electric Company, !' 
ceiver division, through Maxo 
Inc., has scheduled a_ concert 
magazine drive for 1948. Fu) 
page ads, some of which will fe: 
ture television sets, will appe: 
regularly in seven national magé@- 
zines. The campaign will be c 
ordinated with cooperative news 
paper advertising and may be re 
|inforced by spot radio later. 
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1948 


-Ons 


2uthrauff & Ryan, 


‘836 Years Old, Hits 


Record Billings 


New YorK—Ruthrauff & Ryan 
which in recent years has been 
, victim of large-scale “sniping” 
py other agencies—observed its 
sth birthday Jan. 16 with the 
nnouncement that its 1947 bill- 
ings of $34,000,000 were the larg- 
est in its career. 

The increase, from $32,000,000 
in 1946, it was explained, was due 
rimarily to the fact that at war’s 
nd more goods became available 
and, consequently, clients affected 
could “go out and do some real 
elling.” 

On the plus side were big in- 
eases in R&R’s Lever Brothers’ 
illings; appointments by Lipton 
ea for Canada; Goodall-Sanford 
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Named Distributor 
for Oregon, Washington 


Marvair Heat Pump Sales, Port- 
land, Ore., has been named dis- 
tributor of Marvair, a heating sys- 
tem that takes its heat from the 
earth, for Oregon and southern 
Washington. Marvair, new to the 
West Coast, is manufactured by 
Muncie Gear Works, Muncie, Ind. 

Robert Phelps has been named 
sales and advertising manager of 
the Portland office. Spot radio 
announcements and space in Ore- 
gon metropolitan dailies announced 
the distributorship. 


To Meneough, Martin 


United Diathermy Company of 
Iowa has opened offices at 600 
Royal Union building, Des Moines. 
Meneough, Martin & Seymour, 
Des Moines, will handle all ad- 
vertising with the exception of 
newspaper advertising which will 
be handled by Advertising Coun- 


|pany is sponsoring Fulton Lewis, 
Jr. over Station KCBC, Des! 
Moines, three times weekly ped 
ing Jan. 19. Other _ stations 
throughout Iowa will be added. | 
Direct mail and other media will | 
be used. | 

) 


Anderson Joins Airline 

Alex L. Anderson, formerly 
with the Wall Street Journal, has 
joined Northwest Airlines as east- 
ern publicity representative. Mr. 
Anderson has worked with the 
New York office of Young & Rubi- 
cam and the Minneapolis office of 
Batten, Barton, Durstine & Os- 
born. 


Applies for Television 
Philco Television Broadcasting 
Corporation, Philadelphia, has filed 
an application with FCC for a 
television station in Allentown, 
Pa. The company, which now op- 
erates Station WPTZ, estimates 


kkk 


17 


* * ONE journal reaches regularly 


Retail Jewelry Store in U.S.—100% Coverage 


NJ reaches monthly EVERY 
Ketail Jewelry store in the 
U.S.A, listed by Jewelers’ 
Board of Trade—except very 
small stores listed as ‘re- 
pairers’ — 7,000 more RE- 
TAILERS than are reached 
hy the second jewelry publi- 
cation—a greater number 
than are reached by all other 
jewelry publications com- 
bined! Total RETAILER -cir- 
culation exceeds 21,400 copies. 


Because jewelry stores spe- 
cialize in small, portable 
“‘quality’’ articles exquisitely 
designed for personal or 
home use — durable articles 
representing not only the 
ultimate in artistic design 
but also the maximum in 
gracious living, manufactur- 
ers and importers of all such 
articles should give heed to 


NATIONAL ELER 


the prestige-advantage of dis- 
tributing thru jewelry stores. 


CHARTER MEMBER 


CHICAGO * NEWYORK * PROVIDENCE * ST.LOUIS * LOS ANGELES 


xpanded drapery lines and ad- 
ertising for Palm Beach; ex- 


sellors, 


that about $190,000 will be spent 


Des Moines. The com-/on equipping the proposed station. 


manded Dodge cars and Dodge co- 

perative advertising; and stepped 
p activity by Quaker Oats, as 
ell as its Ken-L-Ration dog 
food, with tin containers becom- 
ing available. 


Clients Expand Efforts 


Increased appropriations were 
reported, among others, for Ameri- 
can Airlines, Pharmaco, American 
Central division of Avco Mfg. 
Corporation, Brown-Forman Dis- 
tillers, Holeproof Hosiery, Electric 
Auto-Lite and others. Wm. Wrig- 
ley Jr. Company renewed the Gene 
Autry show for two years. Five 
regional beers handled by the 
agency expanded. So did Virginia 
Dare wine. PictSweet Foods, on 
the Pacific Coast, began to promote 
canned and frozen foods nation- 
ally. Eight accounts were added. 

The net increase was made 
despite the loss in 1947 of Life- 
buoy soap to Sullivan, Stauffer, 
Colwell & Bayles, and of. losses of 
several accounts to that agency 
and to Foote, Cone & Belding od 
1946. 

R&R opened a Mexico City of- 
fice last year, to supplement the | 
10 offices already operating in this | 
country and Canada. 


Santa Fe Skyway 
to End Operations 


Santa Fe Skyway, Inc., air 
freight subsidiary of the Santa Fe 
Railway, will be abandoned soon 
because of the “obviously un- 
friendly attitude” of the Civil 
Aeronautics Board, reports H. R. 
Lake, president. Mr. Lake said 
the decision to stop operations re- 
sulted from the recent action of 
the CAB in denying Skyway the 
exemption which has been granted 
to other non-certificated air car- 
riers under the board’s economic 
regulation No. 292.5, which per- 
mits the non-certificated carriers 
lo operate as common carriers of 
ar freight pending action by the 
board on their applications for 
certificates of convenience and 
necessity. 

Skyway could have continued 
‘lo operate as a contract carrier, 
but it could not seek business as 
a common carrier. Common car- 
rier rights are necessary to do 
businéss at a profit, said Mr. Lake. 


48’ Elects Three 


M. Lincoln Schuster, co-founder 
and partner of Simon & Schuster, 
Roger Butterfield, former national 
affairs editor of Life and author 
of ‘The American Past,” and Mar- 
Saret Leech, author of “Reveille 
'n \Vashington,” have been elected 
‘o ‘he board of directors of As- 
Soc ited Magazine Contributors, 
‘nc, publisher of ’48 “the Maga- 
zine of the Year.” 


Rooney to Join L&M 


_ 4lfred Rooney, formerly execu- 
wv vice-president and general 
Menager of Dan B. Miner Com- 
ba'.y, Los Angeles, will shortly 
01: the Los Angeles office of Len- 
he: & Mitchell as a vice-president. 
M: Rooney previously was with 
Young & Rubicam in New York: 


No. 9. of a Series of New York Subway Poster Designs. 


Subway Poster Designed by 


E. McKnicut KAUFFER 
NEW YORK | 


Recognized on both sides of 
the Atlantic as one of the 
most distinguished leaders 
in modern poster art. 


£m wmgh? Maal For 
anger rane 


NYSA 


A Subway Poster pulls . . . which is the reason that New York subway advertisers include so many 
whose products or services are among the top sellers in New York . . . Among these are some that are 
not top sellers in the country as a whole but lead the field in New York where they are steady subway 
advertisers . . . Subway posters offer a unique combination: coLor—all you want; REPETITION—26 times 
a month; COVERAGE—9 out of 10 New York City adults are subway riders. 


NEW YORK SUBWAYS ADVERTISING COMPANY, INC., 630 FIFTH AVE., NEW YORK 20, N. Y 
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Agricultural 
Publishers Name 
Nash Secretary 


Cuicaco—Ed C. Nash, for the 
past five years business manager 
of the Christian Advocate, has 
been appointed executive secre- 
tary here of the Agricultural 
Publishers Asso- 
2iation. 

Mr. Nash suc- 
ceeds Lloyd Bur- 
lingham, APA 
executive secre- 
tary for the past 
five years, who 
has resigned to 
carry on his own 
radio activities. 
Mr. Burlingham 
appears on about 
a dozen farm ra- 
dio programs weekly. 

Mr. Nash was for 23 years as- 
sistant business manager of Cap- 
per Publications, Topeka, Kan. He 
takes up his new duties as APA 
members and other farm publica- 
tions are launching Farm Pub- 
lication Reports, which will supply 
advertising measurement service 
for 43 farm publications previously 
covered by Publishers Information 
Bureau reports (AA, Jan. 19). 


Ed. C. Nash 


Gets Five New Accounts 


Davis-Harrison-Simmonds, Los 
Angeles, has been appointed to 
handle the advertising of Memo 


Sales Company, Los Angeles, man- |’ 


ufacturer and distributor of plastic 
and metal novelties; S & D Mfg. 
Company, Huntington Park, Cal., 
toy manufacturer; Radio Sales 
Ltd., Long Beach, Cal., national 
mail order company; Huntley- 
Adamas Company, Inglewood, Cal., 
manufacturer of small household 
appliances, and National Alarm 
Company, Los Angeles, manufac- 
turer of commercial and residen- 
tial burglar alarms. The agency 
has moved its offices to larger 
quarters at 4413 S. Broadway. 


Appoints James Booth 


James J. Booth, formerly an ac- 
count executive of Ralph H. Jones 
Company, New York, has been 
named manager of advertising and 
sales promotion of Cordley & 
Hayes, Inc., New York. The com- 


pany has plans for a campaign in 
national magazines, newspapers, | 
direct mail and related media, | 
featuring the Cordley fully auto-| 
matic electric water cooler. Ralph 
H. Jones Company, New York, is 
the agency. 


\ Customers! 


22S 


Teachers really are models . . . for the 
25,000,000 youngsters in America’s 
classrooms and for millions of adults, 
too. Teachers’ opinions and _ prefer- 


ences influence thinking ... and buy- 
ing . everywhere. As a group. 
they’re America’s most influential 
market. 

Reach more teachers in State Teachers 
magazines. where exclusive local news 
coverage gets cover-to-cover reader- 
ship. Write Georgia C. Rawson for 
the complete story. 


42 MAGAZINES 727,009 SUBSCRIBERS 


STATE TEACHERS 
MAGAZINES _ 


307 N. MICHIGAN AVE., CHICAGO 1, ILL. 


Denver Club Elects 


Grover Kinney, of Denver’s Ad- 
vertising Distribution Service, has 
been elected president of the Ad- 
vertising Club of Denver. Other 
officers are Gene McKim, Western 
Farm Life, 1st vice-president; 
Kent Thomas, General Electric 
Company, 2nd vice-president; 
Marian Biggs, Western Live Stock, 
women’s vice-president; Ernest 
Saegart, Public Service Company 
of Colorado, treasurer, and Shirley 
Buell, executive secretary. 


Coleman Names King 


Thomas B. King, formerly an 
associate editor of Tide, Chicago 
office, and a free lance business 
paper writer, has been named an 
assistant account executive of 
Harry Coleman & Co., Chicago, 
public relations counselor. 


Public Believes 
Industry Can Up 
Wages, Hold Costs 


New YorK—The American pub- 
lic—by a 57% majority—believes 
that U. S. companies can afford 
a third-round wage increase with- 
out having to raise prices, Modern 
Industry reports, based on a sur- 
vey made for the publication by 
Ross Federal Research Corpora- 
tion. 

Of the majority holding this 
opinion, 87% believe that indus- 
try will raise prices anyhow, 
using the wage increase as “an 
unjustified excuse.” 

Party and union lines did not 
seem to make too much differ- 


ence. Some 64% of union mem- 
bers and 54% of non-union mem- 
bers think companies can afford 
higher wages without boosting 
prices, and 58% of 1944 Roosevelt 
voters and 44% of 1944 Dewey 
voters hold the opinion. Differ- 
ences disappeared almost com- 
pletely on the question of whether 
industry would raise prices if it 
didn’t have to: the view is held 
by 82% of union members, 80% 
of non-union members, 84% Re- 
publicans, 82% Democrats. 


Watson Advanced 


Stuart D. Watson has been 
named assistant advertising man- 
ager of Standard Oil Company 
(Indiana), Chicago. He has been 
executive assistant to the advertis- 
ing manager. 
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Issues Tax Guide 


The 1948 revised editio: 


“Fairchild’s Income Tax Gv . 


for Retailers” has been rel a 
by Fairchild Publishing Com) any 
New York. In this fourth a: ,yqj 


edition, the authors, Harold ‘jo\, 
and Louis Haimoff, have bro.igh; 
the contents completely up to dat, 
to include all of the latest Teas. 
ury Department rulings, inter pre. 
tations, etc. Copies are available 
through Fairchild Publi: ling 
Company, 8 E. 13th St., New York 
and are priced at $2.75 each. - 


Appoints Milligan 

Ned Milligan, formerly in the 
rotogravure department of the 
Minneapolis Star- Journal, ha; 
been appointed an account execy. 
tive of Phil Bradley Advertising 
Minneapolis. 


Ng 
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In-Store Customers 
Hear Weona Show 


MreMPHIS— Weona Stores are 
ysing radio to sell in-the-store 
custoraers as well as at-home 
listen ers. 

Radios have been installed in 
each of the 140 Weona stores in 
Memphis and Shelby county. They 
are automatically set to tune in 
Weona’s morning and afternoon 
programs on WDIA. 

' Records of the top tunes of the 
week are played on the hour-long 
shows, scheduled to run for a 
year, at the peak shopping hours 
10 a.m. and 3 p.m., CST. Pro- 
samming and production are 
under the supervision of Cum- 
mings Advertising Agency and the 


—_—_ 


School of Radio Broadcasting, 
Memphis. 

The food stores are sponsoring 
the broadcasts in cooperation with 
manufacturers and _ distributors. 
Mixed with the transcribed music 
will be audience participation 
features. Prizes will range up to 
a year’s groceries for a family of 
four, carrying a retail value of 
$1,750. 


Winn, Others Shifted 
by Winthrop-Stearns 
Thomas J. Winn, former man- 
ager of the Fort Worth division 
office of Winthrop-Stearns, Inc., 
New York, has been appointed 
manager of the retail sales di- 
vision at New York headquarters, 
replacing William R. La Bar, who 
has been named hospital sales 


manager. Mr. Winn will be suc- 
ceeded in Fort Worth by Claude 
M. Demarest, former assistant 
manager of the New Orleans of- 
fice. 

Thomas G. Bradley, former as- 
sistant manager in Hartford, has 
been promoted to manager of the 
merchandising division in New 
York, succeeding Ernest E. Bar- 
timo, who has been named man- 
ager of the professional service 
division. 


G-E Promotes Beaudoin 


Harold A. Beaudoin has been 
named manager of the advertising 
and sales promotion division, ap- 
paratus department, New England 
district of General Electric Com- 
pany, Boston, succeeding Freder- 
ick W. Bliss, who has retired. Mr. 
Beaudoin was formerly assistant 
manager of the division. 


Relatively Big Ad 
Budget Pays Off 
for Shell Dealer 


Reco Park, N. Y.—Sid Kurland, 
a Shell Oil Company dealer here, 
is the exception to the rule that 
small retailers only advertise re- 
luctantly—and_ sporadically. 

And Sid, who spends a full day 
and $55 each month on direct mail 
promotion pieces, has made it pay, 
according to the latest issue of 
“Shell Progress.” 

Starting last March, he worked 
up a list of 3,000 car owners who 
live within a mile radius of his 
station, and on April 1, sent out 
his first mailing. The sales took 
a healthy jump over the previous 


LP I342 is an 


eir 100,000 readers. 


ley uncover significant new developments through 
tir wide-spread contacts and their knowledge of 


ttalworking operations. Their 


iiMduction information is accurate, complete and 


tthoritative. 
ry modern means of communi 


{brings to the desks of key men—responsible for 
tetalworking operations in more than 12,000 plants 
the kind of information they want. 

leek after week, STEEL’s editors search the in- 
mistry for new ideas, new methods, new ways to 
{ costs and improve production—and report to 


lO. socitdneme 
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informative service 
for the whole company 


ares 


Presenting STEEL’s outstanding editorial features to 
the workd’s largest industry calls for the largest full- 
time editorial staff of any industrial publication. The 
complete job they do brings together ... 52 times 
a year... the men who control 96% of all metal- 
working business. 


Here is your audience, your market—the industry 


engineering and 


you today. 


cation is used to 


ted it quickly into the pages of STEEL, graphically 


sented for fast reading by busy men. 


A PENTON PUBLICATION 


that expects a 55-billion-dollar volume this year. 
Let the man from STEEL give you the latest data on 
this huge market, on its startling growth in recent 
years, and the increased sales possibilities it offers 


STEEL - Penton Bldg. - Cleveland 13, Ohio 
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month, and have stayed at the 
new level ever since. 

Stock in trade includes 18 steel 
cabinets for the master prospect 
list (which now includes 4,500 
names) and an Addressograph ma- 
chine. The mailing pieces plug 
the proximity of prospect to sta- 
tion, and usually carry a trick 
twist such as the empty envelope 
with the headline: “There’s noth- 
ing in this envelope but there’s 
something in our service.” 


To Brandt-Picciani 

American Photographic Publish- 
ing Company, Boston, publisher of 
American Photography and the 
American Annual of Photography, 
has named Brandt-Picciani & Co., 
publishers’ representative, to rep- 
resent the company in New York 
City and Philadelphia. 


Joins Compton Agency 


Leonore Buehler, former adver- 
tising manager of Prince Matcha- 
belli, Inc., New York, has joined 
the print copy department of 
Compton Advertising, New York. 


WHAT ABOUT 
INQUIRIES? 


Which of These Ques- 
tions Interest You? 


1. How should inquiries be handled? 


2. Should inquiries be sent to salesmen 
immediately? 


How qualify inquiries for follow-up? 
Do important jg dustrial men inquire? 
Should you advertise for inquiries? 
What. can offe learn by studying 
inquiries? 


odd 


7. How can one prove advertising ef- 
fectiveness?. . 


8. How can readership be proved? 

9. Do readership studies prove reader- 
ship? 

. Does A.B.C. prove readership? Does 
C.C.A.? 

. What is "A Good Magazine"? 

. What is the best test of editorial? 


. How do advertisers in general-con- 
sumer media handle inquiries? 


All of these subjects are discussed in the 
new booklet “INQUIRIES . . . Their Care 
and Handling.” 
Ask for this booklet... 
no charge. 


THEIR CARE AND HANDLING 


* 


Whether you think inquiries are ‘'a waste of 
time'' or valuable leads for sales, you will 
find this booklet's discussion of intense in- 
terest. 


It may make you ‘'mad”. . 


be bored. 


Just off the press, this 40 page, two-color 
booklet is available to all industrial adver- 
tisers and advertising agencies. Without 
charge, of course. Just ask for ‘'my copy of 
"INQUIRIES . . . Their Care and Handling’.” 


PUTMAN PUBLISHING COMPANY 
733 North Michigan Ave. 
Chicago 11, Ill. 
New York @ Cleveland @ 
Los Angeles 


but you won't 
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Me Rancher cv Farmer 


a Sam R. McKelvie, Publisher Glenn Buck, Gen. Mgr. 
. P. 0. BOX 1349 @ DENVER 2, i 
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ASSOCIATED FARM PAPERS 
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Wards Appoints Romer 


E. W. Romer, retail advertising 
production manager for the past 
12 years, has been appointed gen- 
eral purchasing agent of Mont- 
gomery Ward & Co., Chicago. He 
has been with Wards for 22 years. 
Willard L. Morrison Jr., who for- 
merly supervised product de- 
velopment of West Bend Alumi- 
num Company, has been named 
coordinator of industrial design 
on the staff of Paul R. MacAlister, 
director of interior decoration and 
industrial design. 


Appoints Gould A.M. 


Michael J. Gould, former ad- 
vertising manager of A. L. Baris 
Shoe Company, has been ap- 
pointed advertising manager of 
American Textile Converters, 
New York. 


WASHINGTON—Department store 
sales in the week ending Jan. 10 
were 8% over the corresponding 
week last year, the Federal Re- 
serve Board has reported. Sales 
were one-fourth greater than in 
the preceding week. 

Only three major cities reported 
losses from the corresponding 
1947 week—New Haven, Syracuse 
and Los Angeles showing losses of 
2 to 4%. 

Gains ranged up to 35% for San 
Antonio among cities. The St. 


Louis (eighth) district had a 13% 


She 


the 
the 


When a woman shops 
for ‘ 
her purchases 

go way beyond 

that McCall pattern— 

the fabric and the trimmings 
—all she needs 

to make that dress— 

because, you see 


‘something in a print” 


has a picture 


in her mind— 

inspired by a fashion page 
she saw in McCall’s 

—now she’s ready to shop 
for every costume touch, 
from shoes to bag, 

from gloves to hat 

to make that picture bers. 


Every month 


editorial and 
advertising pages 


of McCall’s 

influence the shopping 
of women in more than 
3,600,000 homes. 


McCall's Magazine, Adv. Dept., 
444 Madison Ave., New York 22 


Federal Reserve Figures on Department Store Sales 


DEPARTMENT STO 
SALES INDEX — 
1935-39 EQUALS 100 3 
Week to Jan. 10, ’48* .p251 
Week to Jan. 3, ’48*. .205 
Week to Dec. 27, ’47*. .357 
Week to Jan. 11, ’47*. .232 
Week to Jan. 4, ’47*.. .188 
Week to Dec. 28, ’46*. .281 
*Not adjusted seasonally. 
pPreliminary. 
ansaid 
increase, the greatest reported 
while the San Francisco (12th 
area had only a 2% gain. 
Yr.-to-Yr. % Chang 
Week Ending 
Federal Reserve Dec. Jan. Jan 
district and city 27 3 10 
UNITED STATES... r28 9 g 
Boston District.... 16 10 ' 
New Haven .... 14 Xs —? 
ND Soe ee K 4 90 17 10 6 
Springfield ..... 13 16 11 
Providence ..... 21 3 5 
New York District. 13 r—7 7 
og ar 7 r—29 N 
tO ee r4l r10 14 
New York ...... 8 r—T7 7 
Rochester ...... 38 rh 4 
TOO... cee, 21 12 —?) 
Philadelphia Dist... r31 16 i0 
Philadelphia .... r34 19 14 
Cleveland District. 28 ri5 12 
| 21 20 17 
Cincinnati <..... 27 6 16 
Cleveland ...... 35 ri6 13 
Colwmpus ...-.2. 22 16 14 
OME a 3.bk"s oes 28 20 5 
PUtteeeragn ...:.- 23 14 7 
Richmond District. 27 7 fi 
Washington 30 5 8 
Baltimore ...... 22 4 5 
Atlanta District... 40 r13 6 
Birmingham... 56 32 13 
Pia tea ys 39 14 4 
MCRD Sawesce 32 rd 2 
New Orleans ... 46 19 6 
Nashville ....... 38 19 | 
Chicago District... 30 r7 9 
RID os ga 5.0 a 30 6 6 
Indianapolis .... 27 11 6 
| a 38 16 13 
Milwaukee ..... 29 0 15 
St. Louis District... 36 r24 13 
Little Rock ..... 41 20 8 
Louisville ...... 37 24 13 
ea 25 26 12 
Meomepnie ....... 36 20 14 
Minneapolis Dist... ° ° ’ 
Minneapolis ° * ® 
es WO £0 ssees . ad se 
Duluth-Superior. if ° . 
Kansas City Dist... 35 19 4 
J ar 45 9 H 
i ae 16 23 14 
Kansas City .... 27 21 ) 
ee eae ° 40 : 
Oklahoma City... 34 37 10 
, . eyr Ss eee 35 9 14 
Dallas District.... 36 r21 12 
GN os» sinlewy 0 i 21 13 ] 
port Worth .... 57 7 
Houston ....... 59 22 ° 
San Antonio .... 42 16 35 
San Francisco Dist. 30 7 2 
Los Angeles Area 26 8 4 
Oakland ........ bd bg : 
| San Francisco .. 28 5 7 
| Peréiamd ....0s. 34 13 12 
| Salt Lake City.. 31 5 3 
ie Sk ee 25 4 ] 
| 
r—Revised. 
*_-Data not available. 
ABC-Owned Stations 


Boost Class C Rates 


New rate cards just issued for 
ABC’s five owned and operated 
stations show an increase of Class 
C rates. Formerly based on 50‘ 
of the Class A scale, Class C rates 
have been raised to 60% of the 
Class A rate. 

Changes, including elimination 
of a separate rate for station 
breaks, now to be figured on 4 
one-minute basis, are effecti' 
Feb. 1. However, current adve'- 
tisers of record prior to that da‘e 
will be protected at the rate spec- 
ified on their contracts and on re- 
newals covering the same serics 
/continuously used through Ja". 
31, 1949. 


@ 


Names Bruce Sielaff 
Bruce H. Sielaff, radio direct) 
|and account executive of Manso!:- 
|Gold Advertising Agency, Minne- 
/apolis, since 1944, has been name 
|factory representative of Adve'- 
|tising Metal Display Compan 
Chicago, manufacturer of met 
counters and floor display equi! 
iment. 
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J. H. PLATT 


John H. Platt, vice president in charge of advertising 
and public relations of the Kraft Foods Company, has 
been with the firm since 1919, and in charge of adver- 
tising since 1924. Under his direction the company 
became the first national advertiser of brand- 
identified cheese, and since, the per capita 
consumption of cheese has increased 70 per 
cent. Mr. Platt was named a director of the 

Kraft Foods Company in 1940 and a vice president in 
1945. He is a director and secretary of the Audit 
Bureau of Circulations; a member of the National 
Radio Advisory Committee; a director of the 
Association of National Advertisers; and active 


in the Chicago Federated Advertising Club. 
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...1 depend on 


up-to-the-minute news” 


comments J. H. PLATT of 
KRAFT FOODS COMPANY 


“While I don’t pretend to read all advertising magazines 
cover-to-cover, I do depend on ADVERTISING AGE for 
up-to-the-minute news and developments in advertising and 


sales promotion. 


“T find its format particularly well adapted for scanning the news 
quickly, then reading the complete detail on those items in which 


I am particularly interested. 


“We route AD AGE to all members of our Advertising Depart- 
ment, and judging by the number of marked copies which I see 


circulating, it gets close reading.” 


Age |: 


uG 


AP a 


sz, |S) ont 
en 


a = 


eg a, a Rete eee ce en Wage ee PO I en iti”, ae a ese tee a te ga Ri) or are a cn (2 ea Ry ie 5 Sgeey N e mee f : és Ta RA meg EE, ee DAC ea eee gk 7S ae es fee einbhl 
ie Se ea ena cu mala bona eaase ener ae oes aaa. . kame Beech ee Meas Oar ae rae Mirah cy ipl tig yo ea Be ; gk Ca al ssablant aes) ; Wie, ens SD ie ak sigs se om 
Rie i ae pee st Ge ag ee ei a ek ae a Oe Pap aii al leslie tebe ‘eae im =e i: : : oa moet i Se 7 liste a ee iso : ae a8 7 <a op eer ty a a : jee as ba Lies ey (5 Ng BE aR, dh ale 
ee ee ER ae ae aie gi oe ee eee Le i eee, ie 
Ep. hai nes SES aa Sa oer ae ; OS Smee ; eee = eas Sole oe ASE ty Litas isin = pale Sr: i He Fe a nC a a i oan ee 
Sao RS Ee a Ne 2 a Fea ae eae oe fs : ce E . . sf ERE, oes oe 7 sie oil 3 - eats 5 ‘5 . ae a a 3 oer tenes : . ; a 
Ty pees es ; ° : ; : Sh) “Se 
1949 ‘ ay 
‘ : 
. ; ; 
e 
se 
es * 
° | . 
e 
° 
e fr ' 
— . 
) a 
} 
3 
+ PR 
rted . 
2th e 
» + e 
ange . > - 
ng 
Jan, ® " 
egies ER eR ee 
ap aan oe ane & ae pe | 
—2 PS ile, 9 Se i . 
os oc, Ps ree 2S. <5 ts i ey 
§ B a fh ’ eae 
© | ae oe i. ae Be 
14 mee Bs . a he 
Ps ee eee a ee 
7 rp a = . a - he ; 3 
‘ , ee ; 
12 i, a Oe % 
17 pe al — = af + oa 
, ’ . = ee 4 s 
13 ; iy ’ ‘. 
5 7 es Si eee “a es be 
> ee ¢ = ee : 
ti ; : : . 
° fe. a 
5 Bs ae 5 
4 ce ae ee ‘4 ia aie Sea Me 2 
13 om =e i * ‘ | : 
{ ca | 4 tm 
‘ ze Pos ae 2 
1 fae ioe UR oe em ae i “ 
° ‘ eae Se i - SOR se pa. : 
6 “EE eat meri: ft ee sees 
Pet oe, eee oe eta eee ae Fi as ES) i 
3 ee eS Bote, OY aM oe oe 
Da ae? 2 ee Oe ; 
-_ ae a d be es : Cg aoe 2 | 
4 : perth de ony / 
= Sees : eee eke 5 : 
§ ee - : . = 7m 
& oa : i aa ee th ‘ | | 
: se o : ye es : 4 
“ ooh. | ] 4 
7 oe : 
pe : | | 
4 : 
e 
‘ lee 
* : ' 
] 
e ‘ 
* 
! ; ee 
i] : 
| . : 
i 
7 e 4 
je 
: ° : 
e ; 
: + Fi 
+ i 
] ° } ’ 
| ; 
e : 
; e } 4 
i 
b 
| : 
° . 
io z 
e zi 
* F: 
ae ee . -_ 
ited F 
lass ° ; 
0% bd e 
ates e , 
the ° 
. re 
bion > j 
fion e —S— : 
» SS > 
Live — 
er 
la e e re 
. aco | 
ec- ; cuic Vv ie a ~ : 
Faecenes = ———— | ii Bh 
re- weno st THE NAT oo . Gwe 
ad Sa tt) a od Promotions m. 
X Rougn Prose = te Krost —— swaactec, \I | 
pyr Tie «eee we API Board Boosts of Mavertond 
ee ——t —_—- + ee aan ad 
i a — ee ttt 
Se en re ee ee PRE - rh 
tol : ‘ ‘ 7 eee SS on, ‘ ; : 5 
ist 2 6 - s hae ; _ 7 
Oli- , ; ; ies x : ait y , . 
ne- . - } ; 
P 
ner — se ome SI av” ilies —s —St—<“‘=‘CS nena 
ie =a Volume Seen for Dai LS erasers Sere 
el CBG OA wets totes bate a ee ee 
pee oe etmaten toe (OF eo ee a | 
n SSH ee ae ee ee 
_ ————o ee Oe et ho ee 
at ——_" aly Holl Cred ie :— = 
iy ee gente Pease oe 
= 
ry? _—— 
Cote ‘ j eye , ‘ a : ; ani 
7 ‘ es aes q as ei “ r. Aaa 7 “ay eae i =. iY af h ES Om gy Pa ne aN Oe ate a! f : " " ere %. = zt ‘sip \ : ee Se eee a uy ae . 


22 


Sterling Drug 
Intervenes in 


Fair Trade Case 


CLEARWATER, FLa.—Sterling 
Drug, Inc., has been granted per- 
mission to intervene in a-suit filed 
by Webb’s City, St. Petersburg de- 
partment store, attacking validity 
of the state’s fair trade law. 

Webb’s City has built up a $12,- 
000,000 volume and, according to 
Edward S. Rogers, Sterling Drug’s 
board chairman, has resorted to 
price cutting on a wide variety of 


products, including those of Ster- | 


ling’s Centaur-Caldwell and Chas. 
H. Phillips Company divisions. 

Mr. Rogers characterized the suit 
as important because “the interest 
of drug retailers throughout the 
country is at stake” and “the en- 
tire concept of fair trade is under 
attack.” 

The store originally filed suit 


against the state of Florida and_ 


( Advertisement ) 


What Should 
You Spend on 
Advertising 
fo Business? 


By Fred Barrett, 
Media Director, 
Batten, Barton, Durstine 


& Osborn, Inc. 


Some men ask their wives. 
Sometimes it’s a matter of office 
politics. Usually the boss just lays 
down the law. But seldom is a 
business-magazine advertising 
budget determined by the function 
of the advertising itself. 


Stop and think now. Do you 
feel that squeeze between rising 
sales costs and the stiff customer 
resistance to higher prices? Do 
you need a sales-and-advertising 
program which will cut your total 
sales cost? 


Suppose your advertising in 
business magazines was planned 
as part of your total sales pro- 
gram. Suppose certain tasks were 
assigned to the business magazines 
in order to lighten the burden of 
your salesmen. This approach 
could actually cut your total sales 
cost by plenty of per cent. 


So consider the advantages of 
the mass advertising now possible 
in general business magazines. To 
arouse initiative from your cus- 
tomers. To ferret out good pros- 
pects which your salesmen can’t 
find. 


With a modest budget you can 
blanket the entire American busi- 
ness community. Over one million 
sales messages each month of the 
year to help your salesmen do 
their job more efficiently. 


After you think this over, you’ll 
want to see to it that your busi- 
ness advertising budget is no 
longer approached lightly or in an 
arbitrary manner. Keep your sales 
objective in mind and then you’ll 
know how much to spend for ad- 
vertising to business men. 

ca * + 

This column is sponsored by 
Nation’s Business to promote the 
use of a “mass technique” in sell- 
ing the business 
America. 

Four leading general business 
magazines offer you in 1948 a com- 
bined circulation of 1,310,000 ex- 


ecutive subscribers, over.15 mil-| 


lion pages a year on 12-13 time 
schedule. The combined rate for 
a black-and-white page in all four 
papers is only about $9,725. 
Net Paid Circulation B&W Page 
Nation’s Business. . .600,000 $3,000 
United States News.300,000 2,400 
oo... Serre 235,000 2,750 
Business Week ....175,000 1,575 
We'll be glad to give you case 
histories of advertisers who have 
found such “mass” selling profit- 
able. Nation’s Business, Washing- 
ton, D. C. 


state and county attorneys. The 
county circuit court subsequently 
dismissed the charges against the 
state, but continued the case 
‘against the jndividuals. At this 
| point, Sterling Drug asked permis- 
/sion to intervene, in order to pre- 
‘sent the manufacturer’s case for 
fair trade. 


Morison Advanced 
Dominion Life Assurance Com- 

pany, Waterloo, Ont., has ap- 

pointed A. A. Morison, who has 


been in charge of field service and 
advertising, as sales promotion 
manager. He also will continue to 
direct advertising and sales pro- 
motional activities. 


Maps Pencil Promotions 


With an advertising appropria- 
tion more than double that of last 
year, A. T. Cross Pencil Company, 
Providence, R. I., will increase its 
national magazine advertising, 
using Christian Science Monitor, 
Collier’s, Esquire, Life and The 
Saturday Evening Post, plus trade 


publications. Bulk of the adver- 
tising will be for Cross Century 
pencil, gold filled mechanical pen- 
cil. George T. Metcalf Company, 
Providence, is the agency. 


Kodak Promotes Andrews 


Frank L. Andrews, in charge of 
the sales of film plates and papers 
for professional use, has been 
promoted to general manager of 
sensitized goods sales division of 
Eastman Kodak Company, Roches- 
ter, N. Y. Appointed as Mr. An- 
drews’ divisional managers are: 


Advertising Age, January 26, 194g 
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ge 


J. Winton Lemen, manager of the 
professional film sales divisioy 
Frank F. Oberkoetter, manager , 
the professional color sales diy; 
sion, and Kendrick O. Richardso, 
manager of the professional pape 
and photo finishing sales div isio, 


Appoints O’Connor 


The Minnesota & Ontario Pape, 
Company, Minneapolis, has fe. 
opened its Washington office, wit} 
Stanley J. O’Connor, former) 
manager of by-products sales fo 
the company, as manager. 


Excuse it, please, if we seem to be 
Blowing our horn immodestly, 
But the latest facts and figures prove 
That Holiday is in the groove! 
So-o-o (Chorus) 


Sporting Goods 


market of! 


Lok at the neende 
Me ve burke! 


Holiday is first 


—in total lineage among all 
general monthly magazines in 
these classifications : 


Automotive Vehicles 
Transportation Equipment 
Transportation Systems 


Industrial and Resort Development 
Hotels, Resorts and Restaurants 
Wallets, Handbags and Luggage 


(Source: Leading National Advertisers.) 
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Two Join Collier Agency 
Ted Pazdan, formerly with Zip- 
prodt Displays, has been named 
art director of Holder Morrow Col- 
lier, Inc., Chicago. Nell Glover, 
formerly with Butler Brothers 
and State Advertising Agency, has 
joined the agency’s copy staff. 


Pasch Joins Lesser 


Robert Pasch, formerly with 
Justin Funkhouser, Ine. has 
joined Gerald Lesser, Inc., New 
York, as copywriter. 


Joins Hollingbery 

Warren G. Nelson, formerly 
sales manager of Station WAAF, 
Chicago, has joined the Chicago 
office of George P. Hollingbery 


Company, radio station repre- 
sentative. 
Crosley Names Crawford 


J. D. Crawford has been ap- 
pointed regional sales manager of 
the Pacific Northwest region of 
Crosley division of Avco Mfg. 
Corporation, Cincinnati. 


Boyle-Midway 
Products Increase 
‘48 Advertising 


New York — Boyle - Midway’s 
Old English wax and polish line 
will spend two and a half times 
more on advertising in 1948 than 
in 1947. 

Beginning in February, four- 
color pages will appear in roto- 
gravure sections of 23 Sunday 


‘newspapers, and 1,000-line two- 


color ads will be used in 42 daily 
newspapers, excluding the West 
Coast. Magazines included in the 
drive are American Home, Better 
Homes & Gardens, Good House- 
keeping, Household and True 
Story. 

The company’s new Black Flag 
Super insect spray will have its 
advertising campaign centered 
around the five-insect-sprays-in- 
one theme and ads will run dur- 
ing April, May and June in Col- 


_-— 


Want Lo dum wp new businen 
Holiday gets 


What's the reason for Holiday’s extraordinary selling 
power? It’s responsiveness. The Holiday market is the 


cream of America’s 
most up-and-doing 


amazing response 


top 800,000 families : the alertest, 
families in the land. They read 


Holiday in a holiday mood—a buying mood. Which is 
why you ought to be in Holiday! 


This beats the band,’ 


Get w Tink / 


Take a look at our advertising revenue 


—and it looks as if everyone is on the Holiday bandwagon! 
Our total advertising revenue in our second year is greater 
than the second-year revenue of ANY OTHER MONTHLY 
MAGAZINE EVER PUBLISHED! Average advertising reve- 
nue per issue for the last quarter of 47 is $236,399.10! 


737 advertisers in Holiday 


in 1947 


Holiday advertisers represent almost every 
type of product and service (40 different 
classifications, to be exact!). Everything 
from radios to resorts, from cars to cos- 
metics, hats to hotels, footwear to fishing 


tackle—to name a few. 


Holiday’s read by everyone in the family — and their friends, too! 


For ten consecutive months HOLIDAY has conducted a continuing study 
among cross-sections of readers in subscribers’ homes in 46 cities. 
The average number of readers per copy reported is an amazing 7.7! 


The most responsive new market 


today is exclusive with 


HOLIDAY 


A CURTIS PUBLI 


CATION 


23 


lier’s, Life, Look and The Satur- 
day Evening Post. 

Aerowax, Boyle-Midway’s lower 
priced wax, will inaugurate a new 
drive in March using 500-line ads 
in newspapers and two-column 
ads in Household, Today’s Woman, 
True Confessions and True Story. 

The agency is W. Earl Bothwell, 
Inc. 


Safety Group Elects 


James J. Newman, vice-presi- 
dent of B. F. Goodrich Company, 
has been elected chairman of the 
National Inter-Industry Highway 
Safety Committee. W. G. Lewel- 
len, vice-president of General 
Motors Corporation, has been 
elected vice-chairman, and K. B. 
Elliott, vice-president of Stude- 
baker Corporation, represents the 
Automobile Manufacturers Asso- 
ciation. 


Beeuwkes Joins WDAS 


Lambert B. Beeuwkes has been 
named sales director of Station 
WDAS, Philadelphia independent 
station. He formerly was general 
manager of WROV, Roanoke, Va. 


Close Personal 
Southern Contact 


There are ten books flying the 
Abernethy banner, some of 
which date back to 1910 — all 
of which are seasoned veterans. 


The editors and field writers of 
these 10 key business papers 
are a force to be reckoned with. 


The South is a strong believer 
in ‘‘kinfolks’’—and the 
Abernethy personnel are ex- 
actly that to the key men and 
women in the 10 active fields 
we serve: 


Commercial Fertilizer* ...1910 
New South Baker........ 1910 
Southern Printer ........ 1924 
Southern Advertising 

and Publishing ....... 1925 
Southern Jeweler ....... 1926 
Southern Stationer and 

Office Outfitter ....... 1930 
Southern Pulp and 

Paper Manufacturer .. .1938 


Southern Canner & Packer. 1939 


Southern Garment 


Manufacturer ......... 1941 
Southern Machinery & 
SS ee ae 1945 


These are all top books in their 
fields. Their close, personal 
contacts with the markets rep- 
resented, and with the men 
and women who have the 
power of OK in these markets, 
is available to you through the 
home office or the various rep- 
resentatives of 


THE ABERNETHY 
PUBLICATIONS 


ERNEST H. ABERNETHY, President 


75 Third Street, N.W., Atlanta, Ga. 


*Commercial Fertilizer is national; the 
others cover the whole Southern sector 
of their respective markets, from Vir- 
ginia through Texas. 
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Haase Opens New 
Public Relations Firm 


Eric Haase, former assistant to/| 


A MESSAGE 


ernment relations, has established 

. + to advertising and sales executives 
who are interested in its more effective 
and intelligent use. 

We offer for sale three, new, exclusive 
descriptive lists of publications who wil 
accept news releases on new products, new 
methods, new literature and publish chem 
free of charge. 

These lists give all the necessary data you 


offices at 444 Madison Ave., New | 
York. 

The plans board of the new pub- 
lic relations firm will include Mrs. 
Raymond Clapper, author and 
editor; Donald D. Patterson, for- 
mer national advertising director 


tee, some 


19 headlined: 


Gael ad Gin the ben: 2008 ible. f of Scripps-Howard newspapers, |lines . . . couldn’t make America 
your releases... help you open new mer. |and Alfred Schindler, vice-presi-|save as much food as they 
kets... bring in more and better qualified dent of the National Federation | claimed.” 


of Sales Executives. 


Pepin to B & B Electric 


Rene Pepin, formerly  vice- 
president in charge of sales pro- 
motion and advertising of Radon 
Electronics Company, has been 
appointed to the newly created 
position of sales promotion and 
advertising manager of B & B 
Electric Company, Cincinnati, 
wholesale distributor of electrical | 
supplies, appliances, 
lighting fixtures. 


inquiries to help you increase your sales 


1—GENERAL CONSUMER MAGAZINES 
200 Descriptive Listings 
2—FARM PAPERS 
130 Descriptive Listings 
3—TRADE PAPERS 
1200 Descriptive Listings 


“Gorge Boyles 


ADVERTISING 


1006 PORTAGE ST. * KALAMAZOO 7, MICHIGAN 


Lever Bros. Company, 


Council, 


food program.” 


When Luckman went back, last 
month, to Cambridge, Mass., and 
his $300,000-a-year job of running 
and left 
food conservation in the lap of the 
government and the Advertising 
he signed off with an 
elaborate report on “the complete 
accomplishment of this emergency 


But, instead of the 100,000,000 
radios and bushels of grain which the com- 
‘mittee claimed to be saving for 


ime 


aapester polNEL EH se eek 
soxevieon aon tan aus — hc earl RES 
en of AROMA SABER coNeEnTIO 
2 : ’ be: 


bakery magazine 


Total Net Paid 
December 1947 


16,847 


_ NEW o_o LOS ANGELES = 


— SEATTLE 
(165 Broadway — 816 W. Sth St. ae 


White Buildi 


240 Stockton St. _ 


| 


pointed out that “all the .. . pro- 
gram has definitely saved thus far 
is 4,000,000 bushels in the distilling 
industry, 20,000,000 bushels 
through culling poultry flocks, and, 
taking Luckman’s highest estimate, 
3,000,000 bushels through reduced 
Army-Navy usage. That totals 27,- 
000,000 bushels. . .” 

Meanwhile, the council is plug- 
ging along in its effort to “legiti- 
matize” the Luckman operation— 
to restore the acceptance of adver- 
tising’s ability to sell ideas to the 
American people, and by steady 
hammering through radio and 
“space” media, to get them to save 
food. 

* % * 

Packard Motor Car Company has 
adopted a unique plan to beat the 
scrap iron. shortage. Karl M. 
Greiner, its general sales manager, 
informed dealers that the company 
would allot them one additional 
car above their regular quota for 
each ton of scrap iron accepted and 
shipped to Packard. The company 
will pay the Detroit market price 
for scrap and reimburse the dealer 
for transportation charges. 

*% * oo 


Production of General Mills’ 


PressureQuick saucepan has been | 


drastically curtailed following the 
$300,000 fire which crippled 
Minneapolis appliance plant. But 
Harry Bullis, General Mills presi- 
dent, says production will be re- 
sumed as soon as possible, with 
plans for a new site already under 
way. 
* ok 

There’s a gradual trend to in- 
creased prices in the drug and cos- 
metic field, and evidence of it in 
increased markups allowed to re- 
tailers. The drug field has a not- 


its | 


Advertising Age, January 26, 1948 


‘able record, with an over-all i. 
‘crease of only 3% in prices since 
Pearl, Harbor. 

| The traditional setup on drugs 
called for a 33 1/3% profit markup 


Still nettled by the fact that|export to Europe, Newsweek for retailers, with 162/3% {or 
Charles Luckman by-passed it last 
Public Policy Organization, with October when he became chair- 
man of the Citizens Food Commit- 
Advertising Council 
members had fun reading a two- 
page story in Newsweek of Jan. 
“Luckman’s Luck: 
All the hucksters and all the head- 


|wholesalers; on fast-selling pro- 
|prietaries, the markup was about 
10-15%, with a wholesaler adding 
'5% on volume purchases. 

| Manufacturers are passing along 
‘an increase of about 9% where 
|costs have forced a price rise, but 
observers in the field think that 
the over-all price increase since 
1941 to date is probably not more 
than 5%, and they think it won’t 
increase more than another 5%. 

* K * 

A year ago Duane Jones, presi- 
dent of Duane Jones Company, 
New York agency, offered an 
award for the brightest merchan- 
dising idea cooked up by a DJC 
employe in 1947. Apparently 
there’ll be no presentation. Em- 
ployes agreed that the company’s 
brightest idea of the year was Mr. 
| Jones’ own “first three cakes free” 
for Sweetheart soap. 


Warwick Wax Appoints 
Two Sales Managers 


Maurycy Bloch, formerly mid- 
western sales manager, has been 
named sales manager of Warwick 
Wax Company, subsidiary of Sun 
Chemical Corporation. He will 
make his headquarters in New 
York. David Auckland has been 
|appointed to succeed Mr. Bloch. 
| J. J. Whitfield has been ap- 
|pointed sales manager of the 
|stearate division. He has been in 
| charge of stearates sales in metro- 
|politan New York for a number 
of years. 


Transfers Greer 


Don S. Greer, vice-president in 
|charge of sales of J. W. Greer 
|Company, Cambridge, confection- 
ers’ machinery, has been placed in 
charge of the company’s new gen- 
eral sales office in Chicago. 


The punctual appearance of the Morning 
Eagle and Evening Tribune is greeted 
heartily by more than 36,000 families in the 


‘Greater Lawrence 


market. The Eagle is the 


ONLY morning newspaper in Essex 
County (8 cities, 26 towns). The Tribune 


County. 


the EAGLE 


has the LARGEST circulation in Essex 
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CENTENNIAL CERTIFICATE—T. H. 
Mueller, chairman of the executive 
committee of the Brand Names Foun- 
dation, New York, presents a special 
centennial certificate to H. W. Purcell 
of Procter & Gamble for 109 years’ 
service history of American Family 
soap. 


Brand Foundation — 
Honors More Than 


20 Midwest Names 


Cuicaco—Awards to more than 
20 midwestern manufacturers of | 
products whose brand names have | 
been in continuous use for 50) 
years or more highlighted’ the 
Brand Names Foundation dinner | 
at the Chicago Club here. 

The new recipients of the foun- 
dation’s Certificates of Public Serv- | 
ice bring to more than 60 the. 
number of companies cited in this | 
area, 40 others having been simi- | 
larly honored in October, 1945. 

A sound film, showing the main 
features of the brand names edu- 
cational program held in Green-.| 
field, Mass., this fall, was shown | 
at the meeting. The foundation 
also has issued a 42-page manual, 
entitled “How Greenfield Did It,” 
outlining all details of the pro-| 
gram for use of interested busi- | 
ness groups in other cities. 


Honor Roll 


The brand names which re- 
ceived the foundation’s certificate, 
the year in which they were in-| 
troduced, and the manufacturer 
include: 

American Family soap, 1839, Proc- 
ter & Gamble Company, Cincinnati; 
Hill caskets, 1852, F. H. Hill Com- 
pany, Chicago; Dr. Price’s vanilla 
extraet, 1853, Price Flavoring Ex- 
tract Company, Chicago; Armstrong 
paints, 1854, Armstrong Paint & 
Varnish Works, Chicago; Neahr- 
Bags-Chicago burlap and _ cotton 
bags, 1855, M. J. Neahr & Co., Chi- 
cago; Barnes railroad and commer- 
cial printing, 1872, A. R. Barnes & 
Co., Chicago. 

Davis pressure reducing valves, 
1875, Davis Regulator Company, 
Chieago; K-Bra brassieres and Kabo 
foundation garments, 1880, Kabo 
Corset Company, Chicago; Philadel- 
phia Brand cream cheese, 1880, Kraft 
Foods Company, Chicago; Dietzgen 
drafting and surveying instruments, 
1885, Eugene Dietzgen Company, 
Chicago; Tanglefoot fly paper, 1885, 


Tanglefoot Company, Grand Rapids, | 


air rifles, 1888, Daisy 
Plymouth, Mich.; 
Cummins changeable  perforators, 
1889, Cummins Business Machines 
Corporation, Chicago; Black Shield 
mainsprings for watches, 1890, 
Swartchild & Co., Chicago. 
Karpen Guaranteed furniture, 
ittresses and transportation seat- 
ng, 1890, S. Karpen & Bros., Chi- 
cago; Lomax mixing, storage and 
tering machines, 1890, Frank B. 
max Company, Chicago; 
Grinders machine tools and Besly 
Taps cutting tools, 1891, Charles H. 
Besly & Co., Beloit, Wis.; Paris gar- 
S, 1891, A. 
nda leather goods, 1895, Landa 
ather Products Company, Chicago; 
Postum cereal beverage, 1895, Post 
Products division, General Foods, 
ittle Creek, Mich.; Applegate in- 
lible inks and linen marking ma- 
ines, 1898, Applegate Chemical 
/mpany, Chicago; and Peters auto- 
itic packaging machinery, 1898, 
ters Machinery Company, Chicago. 


Mich.; Daisy 
Mtg. Company, 


Names Martin Agency 
Communications Products, Inc., 
.eyport, N. J., has named George 
lomer Martin Associates, Newark, 
) handle the promotion of trans- 
iission lines and antennae for 
roadcasting stations. Trade pub- 
cations and direct mail will be 
sed. 


Appoints Edgar Fry 

| Edgar Fry, formerly manager of 
|the import division of Menswear 
Sales Corporation and vice-presi- 
|dent of Pringle-Johnson Imports 
Ltd., has been appointed men’s 
/wear promotional manager of 
| Manchester Knitted Fashions, Inc., 
|New York. 


Names Hoobler 


Harry W. Hoobler, formerly 
sales director of the Fresh’nd-Aire 


headquarters in the Merchandise | T°, 


poration, has been named repre- | 
sentative in the Chicago territory | Breese age — “ical 
aro . Brown, M.D., - 


for Buckeye Aluminum Company, , . 
Wooster, O. He will make his, ical director, and Albert B. Com- 
production manager, have 
been elected vice-presidents of 
Murray Breese Associates, New 
| York. 


Mart. 


Appoints Sodico 


25 


| ‘ . ’ 

To ‘Herald-American 

| Harry M. Sturges, formerly 
|promotion manager of the Evdns- 
| ville Courier and Press, has been 
|named assistant advertising pro- 
|'motion manager of Chicago Her- 
| ald-American. 


The Minister of Public Works, | 
Paris, has appointed Sodico, the W : 
Paris branch of McCann-Erickson, | ho the HELL 1s 
New York, to handle advertising | He's an ad man who says “I'll prove I 
of aviation handbooks published | ©#?,Put more, power into your ads. Just 


by the Department of Aviation of | wen cuss 


2 Who the HELL is Ty? 


He’s an ad man who says “I can get 
100% distribution and display of your 
product before advertising starts.’’ In- 


Company, division of Cory Cor- 


France. 


Advertisin 


“ee oe ee Age 
| 100 E. Ohio Street, Chicago 11, ifinots 


terested ? 
ig@ . . . . . Advertisin Age 
100 E. Ohio Street, Chicago 11, Illinois 


Hou Come 


Advertising “lypographers? 


DVERTISEMENTS should be, if anything, 
yeeros to read than “reading mat- 
ter.” In short—startling as this may 
sound—advertisements should be read- 
ing matter. 

Yet it has been only within fairly re- 
eent years that anybody in the world has 
made a specialized business of producing 
advertisements typographically attractive 
and typographically planned for easy 
reading. 

Books have been set beautifully and 
“readable” for centuries. But until about 
35 years ago advertising typography was 
an orphan. Nobody claimed it. 

The advertiser or his agency of 40 to 
50 years ago usually sent his copy to the 
publications in which it was to appear, 


little interest in composition which would 
not help them keep their own voracious 
presses busy. 

So there just had to come the special- 
ized business or profession or art of typo- 
graphical composition of advertisements. 
Typography in advertising was obviously 
so important a factor that it could no 
longer remain nobody’s baby. 

There inevitably arose, all over Amer- 
ica, soon after the turn of the Twentieth 
Century, a number of organizations, some 
small, some with hundreds of employees, 
to give thought to the one problem of 
setting type that would insure reading of 
advertisements. 

It is irrefutable logic that if an adver- 
tiser can assure himself of two times or 


ten times as many readers by investing a 
mere pittance percentage of his space 
cost in typographical thoughtfulness, he 
is extremely “‘penny-wise and pound- 
foolish” not to do so. 

Yes, the business of advertising typog- 
raphy was a natural, and it becomes more 
and more of a natural as circulations of 
publications rise and as space cost in- 
creases and as advertising competition 
increases. 

An astute advertiser would no more 
think of launching an advertisement on 
the world today without the protection 
of a prudent investment in the services 
of an advertising typographical specialist, 
than a transoceanic shipper would think 
of putting a cargo on the seas without 


pretty badly. 


how the space was used. 


ers accommodated them . . 


| 


Besly | 


Stein & Co., Chicago; | 


The publications were inter- 
ested chiefly in selling space and 
very few of them worried about 


A few smart advertisers began 
to reason that they had better 
get their ads read as well as 
published, and, striving for 
typographical improvement, 
they asked the most proficient 
printers in their towns to set 
their ads for them. The print- 


reluctantly. The printers had 


| and the publications set it them- 
_ selves, willy-nilly, and often 


SEND FOR A COPY OF THE 
NEW A-T-A HANDBOOK 


72 pages, cloth bound, printed on good paper, 8% x 11 
sheet, contains 15 chapters, such as “Mechanics of 
Typography,” “Easy to Read,” “Characteristics of 
Typefaces,” “Layouts,” “Saving Money on Typog- 


raphy,” “Proofreading,” “P. 


rinting Processes,” “Photo- 
Engraving,” and “How to Get Better Electrotypes.” 
A real comprehensive textbook just off the press. Send 


$2.50 check or money order to Albert Abrahams, Sec- 


retary, Advertising Typographers Association of 
America, Ine., 461 Eighth Avenue, New York City lL. 


Sets Up an Ideal 


“Typograplrers 


Typography that | 


ADVERTiooS 


AKRON, OHIO 
The Akron Typesetting Co. 
ATLANTA, GA. 
Higgins-McArthur Co. 
BALTIMORE, MD. 
The Maran Printing Co. 
BOSTON, MASS. 
The Berkeley Press 
H. G. McMennamin 
BUFFALO, N. Y. 
Axel Edward Sahlin 
Typographic Service 
CHICAGO, ILL. 
J. M. Bundscho, Inc. 
The Faithorn Corp. 
Hayes-Lochner, Inc. 


Frederic Ryder Co. 


CINCINNATI, OHIO 
The J. W. Ford Co. 


CLEVELAND, OHIO 
Bohme & Blinkmann, Inc. 
Schlick-Barner-Hayden, Inc. 
Skelly Typesetting Co., Inc. 


DALLAS, TEXAS 
Jaggars-Chiles-Srovall, Inc. 


DAYTON, OHIO 
Dayton’s Typographic Service 


DENVER, COLO. 
The A. B. Hirschfeld Press 


DETROIT, MICH, 
The Thos. P. Henry Co. 
Runkle-Thompson-Kovats, Inc. Fred C. Morneau 
George Willens & Co. 


OF AMERICA, INCORPORATED 


marine insurance. 

The foremost advertising 
typographers of the United 
States today are members of the 
Advertising Typographers Asso- 
ciation of America, Inc. This 
organization’s chief aim is the 
study of the possibilities of self- 
improvement and of increased 
economic effectiveness of adver- 
tising typography. Its typo- 
graphic members are a co-oper- 
ative, not a jealous, group. 

It will pay you to investigate 
the service they can render you. 
Why not get in touch with our 
nearest member today? 


733 ’ te 


INDIANAPOLIS, IND. 
The Typographic Service Co., Inc. 


KALAMAZOO, MICH. 
Claire J. Mahoney 


LOS ANGELES, CAL. 
Clifford Bisch, Typographer 
William Carnall 

House of Hartman 

Samuel Katz, Typographer 
Keller's Type Studio 
MILWAUKEE, WIS. 
Arrow Press 


George F. Wamser, 
Typographer, Inc. 


MINNEAPOLIS, MINN. 
Duragraph, Inc. 


NEW YORK, N. Y. 

Ad Service Co. 

Advertising Agencies’ Service 
Company, Inc. 

Advertising Composition, Inc. 

Artintype, Inc. 

Associated Typographers, Inc. 

Audas Typographic Service, Inc. 

Central Zone Press, Inc 

The Composing Room, Inc. 


Diamant Typographic 
rvice, Inc. 


Frederick W 


Empire State Craftsmen, Inc. 
Franklin Typographers 
Frost Brothers, Inc 

Graphic Arts Typographers 
Huxley House 

Imperial Ad Service 


Master Typo Company 
Morrell & McDermott, Inc 
George Mullen, Inc. 

Chris F, Olsen, Inc. 

Frederic Nelson Phillips, Inc. 
Royal Typographers, Inc. 


Harry Silverstein, Inc. 

Superior Typography, Inc 

Supreme Ad Service, Inc. 

A. T. Edwards Typography, Inc, Tti-Arts Press, Inc 

Typographic Craftsmen, Inc. 

Typographic Designers, Inc. 

The Typographic Service Co. 

Vanderbilt-Jackson 
Typography, Inc. 

Kurt H. Volk, Inc. 


King Typographic Service Corp. PHILADELPHIA, PA. 


Walter T. Armstrong, Inc. 
Alfred J. Jordan, In« 

John C. Meyer & Son 
Progressive Composition Co. 
Typographic Service, Inc 


PORTLAND, ORE. 

Paul O. Giesey, Advertising 
Typographer 

ST. LOUIS, MO. 

Brendel Typographic Service 

Warwick Typographers, Inc 


SEATTLE, WASH. 

Frank McCaffrey's Acme Press 
of Seattle 

MONTREAL, CANADA 

Fred F. Esler, Led. 


Schmidr, Inc 
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VARI-TYPING: 
Copy 


Preparation ‘ 


. Cut your composition costs to the 
| bone, but get just-like-type reproduc- 

; tions by using VARI-TYPE service. 
|| Ideal for presentations, folders, house- 
|) = organs, etc. Perfect for stencil or 
thy planograph work. Write or phone for 
specimen sheet of type faces and 

quotations. 


Preparation \ 


rn > Tel.; RANdo!PA caalielli 


Tech Copy 


Set Date for Summer 
Home Furnishings Market 


The summer International 
Home Furnishings Market will be 
held at the Merchandise Mart, 
Chicago, July 5-17. 

The two-week winter market, 
which closed Jan. 16, registered 
an attendance gain of 26% above 
that of the previous summer’s 
market. 


Names Dowd Agency 


John C. Dowd Company, Bos- 
ton, has been named to handle the 
advertising of Vernor’s Ginger Ale 
Company, Newton, Mass. 


for quality 
oto engr 


Tribune ‘Census’ 
Shows 4,705,971 
in Chicago Area 


‘Domestic Table 
Units' Enumerated 
by New Method 


Cuicaco — Using a new varia- 
tion of the area sampling tech- 
nique, the Chicago Tribune has 
taken a census of the population 
characteristics of metropolitan 
Chicago, covering the city and all 
suburban communities within a 
40-mile radius of the Loop. Farm 
population is not covered. 

Results, announced last week, 
show for the spring of 1947, when 


© © © © @ ¢ 
e 
e 
¥ 
. 
‘ ‘ ° 
~ A Medium of Public - 
; 2 «© 
Relations... An ° 
x oan a Te j & 
“The purpose ofa keys to open a lock - Instrument of Trade _ 
. The purpose of advertising is . 
; to sell goods profitably. * IIE is the authority in the exhibition - 
7 field. 
| BUT ALL KEYS D0 WOT OPEN ALL LOCKS | h ; 
| WOR DOES ALL ADVERTISING “ ~— — audience poten- 6 
| SELL GOODS PROFITABLY. Sere i * 
Fer toile ecdiihr Giloerticse Glos IIE audience is receptive to exhibits. 
"a big new market without first testing the | © IIE is both a trade and consumer ® 
response to his product somewhere . . . exhibition. 
somehow. The method of testing we'll e 
leave to his research department — but © TIE is conveniently located. 

- - - for a place to test, surely, economic- me 
ally with a made-to-order, national audience ' © WE is the first Post-War Interna- 
we recommend with confidence the Inter- tional Exposition to be held in the @ 
national Industrial Exposition. US. 

pee cee eh COS ets 


International Industrial 
Exposition. Inc. . 
Million Dollar Pier 

Atlantic City. N. J. 
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the field work was done: 

Population of 4,705,971, almost 
evenly divided by sex; 3,638,664 
native white, 572,205 foreign born 
white, 471,617 Negro, and 21,824 
others. 

A total of 1,285,784 households 
(occupied dwellings), with an 
average per household of 3.66 per- 
sons, average valuation of build- 
ing of $11,475, and average rental 
of $42.34. 

A total of 1,378,618 families, 
with an average annual family in- 
come of $4,326.59, and an average 
of 3.41 persons per family. Of 
these, 511,742 own their dwellings, 
866,879 rent. 


New Marketing Unit 


The report also includes con- 
siderable data on a new market- 
ing unit—the “domestic table 
unit”—defined as “a household in 
which meals are regularly pre- 
pared and served. It may be a 
family or a group of two or more 
families. Since there are some 
households in which no meals are 
prepared or served, the count of 
domestic table units is less than 
that of households and, of course, 
less than that of families.” 

The report shows 1,272,036 of 
these domestic table units in the 
area studied, with an average of 
3.5 persons per unit, and an aver- 
age weekly food bill of $24.42 for 
65.4 meals. 

The technique for making the 
study was developed by Dr. 
George H. Brown, professor of 
marketing in the school of busi- 
ness at the University of Chicago, 
who also served as consultant and 
adviser throughout the study. The 
method is a variation of the area 
sampling technique, under which 
the entire survey universe was 
broken up into small areas. Cer- 
tain of these areas were selected, 
by a mathematically exact ran- 
dom method, for detailed studies; 
these areas were then completely 


another random method, house- 
holds within each area were 
selected for interviewing. 


Interviewers Have No Choice 


Interviewing was done by 35 
experienced women interviewers, 
augmented by 12 men, with the 
random sampling method used 
allowing no choice whatever to 
the interviewers in connection 
with the actual households to be 
interviewed. The data collected 
followed, in general, that collected 
by the Bureau of the Census, with 
certain important modifications, 
including the study of domestic 
table units mentioned above. 

In setting up the project, 28,315 
sampling areas were developed. 
This was done by considering each 
residential block in the city of 
Chicago as a sampling area and 
numbering them consecutively, 


and following the same procedure 
for the 18 largest suburbs contain- 
ing 4,000 or more families. In 68 
intermediate suburbs (500 to 
/4,000 families) the consecutive 
numbering continued on the basis 
of one number for every 50 fami- 
ilies. To each of 139 smaller su- 
burbs (less than 500 families) one 
number was assigned. 

| Of the 28,315 sampling areas 
‘thus developed, 1,500 were select- 
ed, by purely random methods, for 
| enumeration and study. Each 
dwelling unit in the 1,500 areas 
| was then enumerated, and, on the 
assumption that four interviews 
per area would provide a sample 
of about one in 12, another set of 
|random numbers was set up, des- 
ignating exactly which house- 
holds in each sampling area should 
be interviewed. As a result of 
|/using this method, 5,413 inter- 
‘views (3.6 per sampling area) 
| were finally designated. 


| How Deviations Were Handled 


Deviation from the designated 
households to be interviewed was 
permitted in only two instances: 
| (1) inability in three calls to con- 


tact any member of the designated 
household, and (2) outright re. 
fusal by the members of the 
household to be interviewed. [py 
all such cases, the missing inter- 
view had to be made with the 
very next unit on the enumer:- 
tion list. 

Field work began last Februzry 
and required about 10 weeks. Not 
only was all field work checked 
and edited, but about 30% of al 
interviews were verified at the 
source, usually by telephone. 

The study’s definition and ex- 
planation of terms is an: interest- 
ing one: 

“It seemed desirable to draw aq 
finer line of definition for such 
things as dwelling units, house- 
holds and families,” the report 


enumerated, and by application of | 


says. “Moreover, it was hoped to 
measure still another population 
| group—one which has never been 
| segregated heretofore. That group 
vis designated in this study as the 
domestic table unit. It is the 
| household, or family, which regu- 
larly prepares and serves meals at 
home, contrasted to those groups, 
or individuals, who eat all their 
meals in restaurants or other eat- 
ing places. 


Defines Terms 


“In this study the dwelling unit 
is a physical, rather than a per- 
sonal, thing. It is space, or cub- 
ical content. It may be a single 
residence, a flat or apartment, a 
room, or a suite of rooms. It is 
the living quarters occupied, or 
capable of occupancy, by a house- 
hold. 

“The household in this study is 
a personal thing. It is the group 
of people occupying a dwelling 
unit. In some instances a house- 
hold may be synonymous with a 
family. In others, however, the 
household may consist of two or 
more families. 

“While the family may be one 
individual, it most frequently con- 
sists of a group of individuals 
whose composition as a group is 
the result of blood ties or mar- 
riage. Included in the count of 
number of persons in families are 
those members temporarily away 
from home—at school or in mili- 
tary service. 


Differentiate Families 


“The interviewing method em- 
ployed was one which permitted 
ja distinction between, and enu- 
meration of, three types of fami- 
‘lies. They are recorded in this 
study as (1) main families—the 
type of family which maintains a 
dwelling unit; (2) roomer fami- 
'lies—the individuals or groups 
'who rent rooms in the dwelling 
‘units of main families, but who 
jeat no meals there; and (3) 
boarder families—the individuals 
lor groups who rent rooms and 
|have all or some of their meals in 
the homes of main families. Since, 
in many cases, two or more fami- 
lies occupy the same dwelling unit 
‘the count of families is greate! 
than that of households. 


Separates Types of Families 


“The domestic table unit is 4 
household in which meals ar 
regularly prepared and served. ! 
may be a family, or a group 0 
two or more families. Since ther 
are some households in which n 
meals are prepared or served, th: 
count of domestic table wnits 
less than that of households anc 
of course, less than that of fami 
lies.” 

The study shows that of the 1, 
378,618 total families, 1,284,19 
are main families (responsible fo 
maintenance of the unit in whic! 
they dwell), 72,359 are roome 
families, and 22,064 are boarde! 
families. 

The complete report, including 
44 pages of tables and a detailec 
analysis of method, has been pub- 
lished by the Chicago Tribune ir 
a book called “Population Char- 
acteristics of Metropolitan Chi- 
cago, 1947.” 
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AWARDED KEY—Edward H. Keeler 
(right), president of Western Advertis- 
ing Agency, Los Angeles, receives the 
sixth degree key of Alpha Delta Sigma, 
professional advertising fraternity, for 
outstanding service to the organization 
during the war years. Making the pre- 
sentation is Martin R. Klitten, partner of 
Klitten & Thomas, Los Angeles, and 
western regional vice-president of the 
fraternity. 


NAM Prepares Ad 
for Local Sponsors 
on Profit Themes 


New YorK—The National Asso- 
ciation of Manufacturers last week 
sent to members a brochure called 
“Telling the profit story—in your 


Name Ohio Advertising 


Ohio Advertising Agency, Cleve- 
land, has been named to direct 
the advertising of Rudy Fick, Inc., 
Cleveland Ford dealer, using 
newspapers and radio; and Cleve- 
land Refrigerating Company, 
manufacturer of commercial re- 
frigeration, using business papers. 


Maps Credit Travel Plan 

American Airlines has  an- 
nounced a Flagship Creditravel 
plan, whereby a prospective air 


traveler may obtain quick, easy- 
payment loans for trips to Europe, 
Mexico, Canada and within the 
United States. Under the arrange- 
ment, money may be obtained in 
as little as 24 hours, when ever 
possible, for a complete package 
trip, including tours, hotels and 
incidentals. 


Hartford Agency Moves 


Wilson, Haight & Welch, Hart- 
ford, Conn., advertising agency, 
has moved its offices from 410 
Asylum St. to 10 Allyn St. 


Appoints Collen 

Harold Collen has been ap- 
pointed western advertising man- 
ager of the Popular Fiction Group, 
with offices at 333 N. Michigan 
Ave., Chicago. He has been with 
the organization since 1943. 


Nielsen Signs Hallmark 


A. C. Nielsen Company, Chicago, 
has signed Hall Brothers, Inc., 
Kansas City, manufacturer of 
Hallmark greeting cards and spon- 
sor of the radio program, “Read- 


27 


er’s Digest Radio Edition,” as a 
Nielsen Radio Index subscriber. 
The service also will be given to 
the company’s advertising agency, 
Foote, Cone & Belding. 


SIGHS OF LONG LIFE 
FOR QUANTITY BUYERS 


THE ARTKRAFT* SIGN CO. 
«ag Division of 
Y 900 Kibby St., Lima, Ohler U.3-A. 


“Tredemerts tog U5. Per OF. 


town!,” and enclosing proofs of 27 


ship. 
Like NAM’s magazine advertis- 


ing, which now appears in 24 pub- | 


lications, the advertisements in the | 
local book are devoted to telling | 
management’s side of the profit | 
story. 

The ads vary in size from 56 to | 
850 lines, and will cost the sponsor | 
from 50 cents to $2.35 for individ- | 
ual mats. The copy themes of the 
ads were taken principally from | 
advertisements which NAM tested | 
during its efforts to find the best | 
way to transmit its institutional | 
message in magazines. 

Some of the advertisements are | 
specifically geared to national 
themes, others permit the inser- | 
tion of individual company sta- | 
tistics. The preparation of the ads | 
fell evenly between the NAM ad- | 
vertising department and Benton 
& Bowles, NAM’s agency, but the 
artwork was very largely that used | 
previously for the tests conducted | 
by Dr. Claude Robinson. 


NAM SETS MEETING 
FOR FEB. 5-6 


New Yorx—The National Asso- 
ciation of Manufacturers will hold 
its annual conference for public 
relations executives at the Wal- 
dorf-Astoria here Feb. 5-6. 

Included on the program as| 
speakers are Harold Brayman, di- 
rector of the public relations de- 
partment, E. I. Du Pont de Nemours 
& Co., as chairman; Franklyn 
Waltman, director of public re- 
lations, Sun Oil Company; Dr. 
Claude Robinson, Opinion Re- 
search, Inc.; Holcombe Parkes, 
Vice-president, NAM; G. Edward 
Pendray, public relations counsel; | 
W. Howard Chase, director of pub- | 
lic relations, General Foods Cor- | 
poration, and John P. Syme, vice- 
president, Johns-Manville Com-_ 
pany. 


Airtemp Boosts Eubanks 

_ The Airtemp division of Chrys- 
ler Corporation, Dayton, has ap- 
pointed Irvin A. Eubanks to the 
hewly created position of super- 
Visor of information. He joined 
Airtemp in 1946 as editor of 
“Carysler Airtemp News,” dealer 
ani employe publication, which 
he will continue to supervise. 


Gold-Tex to Korn 


xold-Tex Fabrics Corporation, 
Philadelphia, manufacturer of 
Denim-Duds, has placed its ad- 


Vertising with J. M. Korn & Co.,, 


Philadelphia. 
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Lobby Probe Gets Attention 
of Trade Association Execs 

WASHINGTON—Trade association 
executives are paying special at- 
tention to the grand jury investi- 
gation of compliance with the 1946 
Lobbying Act, now getting under 
way. 

Until now, most associations 
have assumed that they were not 
covered by the act. If court tests 
lead to a different conclusion, tax 


By STANLEY E. COHEN, Washington Editor 


consequences to associations and 
their members could be serious. 

Experts told associations that 
the act applies only to individuals 
and groups devoting major efforts 
to influencing legislation. Most as- 
sociations, including the U. S. 
Chamber of Commerce and NAM, 
remain unregistered, arguing that 
lobbying is only a relatively minor 
part of their activity. 


In many cases, however, again 


including the chamber and NAM, 
associations registered individual 
employes who specialize in legis- 
lative matters. The associations are 
not anxious to register. Besides 
the bookkeeping required for 
periodic financial statements, reg- 
istration might endanger their 
status as “non-profit” organiza- 
tions. In turn, members might lose 
their right to deduct dues and con- 
tributions in making out tax re- 
ports. 
* co te 

Sen. Ralph Flanders — machine 
tool maker and former research di- 
rector of the Committee for Eco- 
nomic Development—is one Senate 
newcomer who invariably comes 
up with a fresh viewpoint. Recently 
he was advocating modernization 
of the building industry in order 


‘household budget of $3,274, and 


Advertising Age, January 26, 194 
to bring housing within the reach) confessed that her family has be. 
of average income people. Under, come so weary of hamburger tha; 
questioning, he argued that “in-|she is ashamed to serve it. The 
dustrialized housing” could be National Association of Letter Cay. 
brought to those with incomes as riers is arguing that pay to posta) 
low as $2,000—‘provided they do|employes can’t be tied to the cost 
not have to spend it all on food.” |of operating the department, py 
As to lower income groups, says | must be tied to the cost of living 
this Vermont Republican, “before | * * & 
subsidizing their housing, perhaps | Publishers and national selling 
we ought to find out who earns| organizations are studying HR 


less than ee awe why.” |296, introduced by Rep. Bertrang 


: W. Gearhart (R., Cal.) to celay 
A postman’s pretty wife—the proposed new social security rule 
mother of three boys— turned out which would have broadened 
to be the star witness as postal |coverage of the act to include 


employes asked the Senate post “house-to-house salesmen and many 
office committee for a pay increase : 


| other types of venders currently 
of $1,000 per man. exempt. The new rules are th 
Senators nodded their sympathy | outgrowth of some Supteme Cour; 
as she nervously outlined her | decisions which seem to liberalize 


the act. Gearhart wants time fo; 


A.A.A.A. * WASHINGTON SURVEY 


REVEALS THAT: 


Daily and Sunday in Washington, D. C. 


Che Evening Star 


WITH SUNDAY MORNING EOITION 


WASHINGTON 4, D.C. 


congressional review before any 
other changes are made. 
th a os 

Without a dissenting vote Con- 
gress Monday gave its’ assent to 
the “Voice of America” progran 
\sought by the State Department 
| It’s a far cry from a year age 
(when anguished politicos sensed 
all kinds of subversive and foolish 
possibilities in an official informa- 
| tion arm to explain our actions 
‘and motives to other peoples. 
* a co 
_ Interior Department hopes to 
‘snare part of the million dollar 
|fund voted by Congress last month 
|for a “voluntary food conserva- 
| tion drive.”’ Interior has lined up 
/a committee of business men, 
|headed by H. M. Warren, vice- 
|president of National Carbon, to 
conduct a campaign against rats 
in the hope of saving some of the 
billion or more in food which rats 
‘destroy each year. Through local 
| business, civic and health depart- 


You Reach More Homes In The Top Three Fogel gee ge tg or emer 
Income Brackets with The Star 
Than You Reach with Any Other Paper 


| wipe out rat nests (rats each year 
|consume grain for the equivalent 
'of 310 loaves of bread per capita). 
'Mr. Warren has drafted William 
|Esty Company, New York, Na- 
tional Carbon agency, and the In- 
| stitute of Public Relations, which 
j;also serves National Carbon, to 

help on publicity and promotion. 

* of * 


Commerce Department treated 


The Survey showed an estimated 385,600 homes 
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/exporters, manufacturers and trade 
|;paper representatives, assembled 
for a conference on foreign trade 
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/regulations last week, with news 
of an unexpected tightening of ex- 
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The Evening 


Star was report 


present in 74.3% or 15,000 of the A homes; 


The Sunday Star in 73.8% or 15,100 of the 


port licensing procedures. Begin- 


A homes. ‘ning March 1, individual licenses 


99.500 of them were in Group B 


dite | tie 


ithe isthe 


inte | orf 


will be needed for all European 
shipments. Under the new rules, 
export licenses go only to those 


nha 


(The “Upper Middle Class”) 


|SUNDAY| DAILY 


tthe tthe 


athe 


4 ‘with the lowest competitive price 
for comparable merchandise and 


dita | tne 


The Sunday Star in 70.8% or 


Star was reported present in 69% or 


68,800 of \similar conditions of supply. 


70,300 of the B homes. * & & 


ee | O78 | A 


Rent control hearings are 
under way, with almost everyone 


ry | 


art 


217,900 of them are in Group © 
(The “Great Middle Clase”) 


47.800 of them ore in Group D 


|SUNDAY| DAILY 


fie | Hie) Hie 


eae | tii 


iim 


‘agreed that the rent freeze will 
continue in some form. Nevertlie- 
less, presidents of 100 real estate 


ry | 


(“Poor”) 


The Evening Star was reported 


present in 51.5% or 112,400 of the C homes; 
The Sunday Star in 55.3% or 120,600 of the C homes. 


boards convened and hopefully re- 


you reach 


——more 


other paper. 


FACTS NO. 1, 2, 3,4, 5,6, 7 AND 6 TO REMEMBER 
ABOUT THE WASHINGTON MARKET: 


Daily & Sunday in Washington, D. C, 


—more people 
—more people with money to spend 
—more women 
men 
’ —more heads of families 
—more homes 
—more readers per copy 
—more homes in the 
top 3 income brackets 


with The Star than you reach with any 


—more home coverage in all 


|solved that rent control should dic. 
The banking and currency cor'- 
mittee heard from FHA that coi- 
\struction possibilities are brig!t 
for 1948, but that there is "ov 
softening of demand for housi 


three important groups than that of * * 


any other Washington paper. 


* © 1946, American Association of 


REPRESENTED NATIONALLY BY; 
DAN A. CARROLL, 110 E. 42ND ST., 
THE JOHN E. LUTZ CO., TRIBUNE TOWER, CHICAGO 


Commerce Department got 
first taste of the grief involved 
allocating scarce materials. Its c' 
termination to reduce consumptic! 
of tin plate after Feb. 1 drew 
pointed communique from tie 
House small business committe, 
which is concerned about the su 
a ply of small and medium-size ca! 
i Among the committee’s 11 ques- 
2 tions were: “What is the real pu 


Advertising agencies 


os pose behind your program?” an 

NEW YORK CITY i “How serious will be the effect © 
% your proposed conservation pr‘ 

; gram on home canning by th 

American farmer, housewife an 

a) by institutions?” When issue 


the Commerce order is expecte 
to reduce can supplies for bee 
and dog food, and to reduce th¢ 
| varieties of odd size cans. 
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a The moving spirit... 
Na- 
sich There are more brands of rum than Republicans in Congress. 
, to , 
ion. (No connection, however.) 
ated pits 
ade Brand recognition, even in the trade, is harder to get than kind words 
ew from Molotov... 
gin- Sar al e > 
nses Most distillers are manana about the situation. 


One came to E-F... See above. 


Joe Maraca spins merrily on the indented top of a bottle without 
jone visible means of motivation (if the electric fan is out of sight, as it 
ne should be), and with visible mystification to the customers. 


ies They watch, wonder, comment, ask questions. After they know how 
ight it works, they tell others. 


And Maraca is one rum they remember! ... 


tic All from free air, and an E-F idea... 
see, For promotion that gets audience participation, page Kinson- Freeman 
= : ... any office, any time. 


th Einson-Freeman Co. Ine.... sales spirited lithographers 


ue . STARR & BORDEN AVENUES - LONG ISLAND CITY, N. Y. 5 
ee Offices in Chicago. Cleveland. Cincinnati, St. Louis, Minneapolis, Atlanta, Dallas, Los Angeles, San Francisco 
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MOST of the important 


‘men in America are sports- 
Ne men...and more of them 


read SPORTS AFIELD 


than any other sportsmen’s 


magazine. 


* 
a 


- 


*A sportsman with an appreciation of the finer 
things of life—and the leisure and means to 
enjoy them. 


For instance, a recent survey shows that Spend- 
o-crats not only own 40% more automobiles, 
but actually drive them 36% farther. To sell 
automobiles ...sell Spend-o-crats. 
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Dreher Gets Promotion 


Carl E. Dreher, manager of the 
Western Hemisphere department 
of Westinghouse Electric Interna- 
tional Company, New York, has 


been appointed sales manager of | 


the company, succeeding Robert 


Punch Card Plan 
Set Up to Tab 
Readership Data 


Cuicaco—A new technique 


H. Harris, who has been promoted | which enables newspaper reader- 
to assistant general manager. Mr. | ship data to be recorded on 
Harris replaces Douglas C. Lynch, | punched cards, and thus is said to 


who- is on leave of absence in 
Brazil. Mr. Dreher has been with 
Westinghouse for the past 22 
years. 


To Needham & Grohmann 

American Steel Wool Mfg. Com- 
pany, Long Island City, N. Y., has 
appointed Needham & Grohmann, 
New York, to handle its adver- 
tising. 


FREE increase reader- 

ship of your ads 
with LIFE-like EYE* 
CATCHER photo. Used 
by biggest advertisers. 
Nothing like them any- 
where. 100 new subjects 
monthly. Mat or Glossy 
Print plan at low cost. 
Write for 


tions, EYE*CATCHERS 


10 E. 38 St., N. Y. C. 16 


| 


eliminate costly post coding opera- 
tions or the “hash mark” pro- 
cedure used in manual tabulating, 
has been developed by Barbara 
Garlough of the Chicago Tribune 
business survey department and 
J. E. Wilmotte, sales manager of 
Statistical Tabulating Company, 
Chicago. 

The Tribune recently completed 
several readership studies on 
which all data were recorded on 
punched cards, thereby not only 
reducing costs and increasing ac- 


‘curacy, but also facilitating cor- 


relation of readership data with 
age, occupation and economic level 
of respondents. 

The readership studies are con- 
ducted using the recall recogni- 


tion method of interviewing in 
which all items read by each per- 
son are recorded on_ separate 
copies of the survey issue. The 
new technique uses a precoded 
transparent overlay for each page 
of the paper. Those items read 
are then recorded on punched 
cards direct from the newspaper, 
with respondent identification 
data mechanically introduced into 
each card. 


Offers Editing Course 

The evening and extension di- 
vision of City College School of 
Business, New York, is offering a 
workshop course in editing and 
publishing during the spring term, 
which starts Feb. 16. Classes will 
be held every Thursday evening 
from 6-8 p.m. 


Natkin Joins Goldblatt 

Sidney J. Natkin, formerly a 
vice-president and director of 
Mandel Brothers, Chicago, will 
join Goldblatt Brothers, Inc., Chi- 
cago, in February as executive 
manager of its Hammond, Ind., 
store. 
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931,360" Daily 


A GAIN OF 13,659 DAILY FOR THE YEAR 


984 422° Sunday 


A GAIN OF 7,459 SUNDAY FOR THE YEAR 
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Covers Dixie Like the Dew 


Now it’s “advertising curling matches” on Chicago’s North Shore. 
A match between Exmoor and Skokie country club teams |ast 
weekend resulted in a tie which, played off, gave Skokie 6-4. kx. 
moor’s team: Chuck Husting of Leo Burnett Co., skip; Jack Mor- 
issy, western mgr. of Life; Larry Meyer, Internat’! Cellucotton, ong 
Les Gage of Macfadden Women’s Group. The Skokie team has 
Sid Wells, v.p., McCann-Erickson, as skip, and the others are Bob 
Wilson, of Hill Blackett & Co.; Dave Brown, Foote, Cone & Belding, 
and Bill O’Brien, head of his own company... 

A sad story about the housing shortage features Maurice B,. 
Mitchell, who, while working for WTOP, Washington CBS outlet, 
had quite a comfortable little dwelling. He was then transferred to 
CBS’ Radio Sales in New York, where he was lucky enough to 
lease an apartment. CBS then had a change of ‘heart and ap- 
pointed Maurice gen’l mgr. of WTOP. At last report Maurice 
Mitchell was among the Washington homeless. . . 

Now that comedian 
Henry Morgan has 
hooked a new spon- 
sor, he’s fishing for 
pleasure in Florida as 
the guest of Richard 
Porter, vice-president 
of Roche, Williams & 
Cleary, New York 
agency for Rayve 
shampoo, Henry’s 
new interest... 

Ira Skutch Jr., an 
NBC television di- 
rector, is engaged to 
Elizabeth Thrower of 
Charlotte, N. C. .. 
J. M. Mathes, agency 
chief, is the proud 
grandfather of a baby 
boy, James F. Gerrity 
III, born Jan. 2... 

Frank H. Waggon- 
er, editor of Premium 
Practice and one of 
the three top execu- 


PICK THEIR OWN—Franklin C. Wheeler, vice- 

president of Brisacher, Van Norden & Staff, San 

Francisco, and Mrs. Wheeler enjoy a winter holiday 
at Arrowhead Hot Springs. 


_ tives of the Blizzard Men of ’88, will challenge any tall stories con- 


cerning the °47 blizzard at his outfit’s 60th annual shindig next 
March. . J. E. Baudino, general manager of KDKA, Pitts- 
burgh, already has turned over $23,379.88 to the Pittsburgh Press 
Old Newsboys Fund for the Children’s Hospital. A total of $31,584.85 
has been pledged by the station’s listeners. . . 

William Ellery Channing, with Time-Life International in Lon- 
don and Paris, is engaged to Anne Mellor of the British Embassy 
in Paris... The illness of Norris Goff, who with Chet Lauck orig- 
inated and stars in CBS’ “Lum ’n’ Abner” program, has necessitated 
Mr. Goff’s withdrawal from the show for several weeks and caused 
cancellation of a scheduled two-weeks March of Dimes tour which 
was to have started this week... 

Fred Plaut, recording engineer for Columbia Masterworks Rec- 
ords, is the only photographic amateur whose work is included in 
the current exhibit at the Museum of Modern Art in New York. . . 
Carl J. Eastman, vice-president and manager of the San Francisco 
office of N. W. Ayer & Son, is chairman of the San Francisco Cen- 
tennial Committee, which recently celebrated the 100th anniversary 
of James Marshall’s discovery of gold... 

Richard T. Turner, editor of El Farmaceutico, a McGraw-Hill 
publication, is on a seven weeks tour of seven South American re- 
publics to survey marketing, merchandising and sales conditions. . . 
G. Arthur Peterson, sales representative of WDRC, Hartford, Conn., 
celebrated his 16th anniversary with the station this month. . . 

Gustav K. Brandborg, commercial mgr. of KVOO, Tulsa, has 
been elected president of the Tulsa Council of Churches. Having 
been a member of the exec. committee of the council for a number 
of years, Mr. Brandborg was “drafted” to fill the exec. post. . . 

W. J. Rooke, pres. of W. R. C. Smith Publishing Co., has been 
elected vice-president of the Atlanta Chamber of Commerce. He 
has served as chairman of the chamber’s Industrial Bureau for the 
past two years. .. Long active in YMCA work in Portland, Ore. 
Don Dawson of the Mac Wilkins, Cole & Weber agency has been 
appointed to handle all “Y” publicity and public relations in the 
Portland area... 

Robert Saudek, v.p. in charge of public affairs of ABC, New York, 
and Mrs. S. became the parents of their first daughter Jan. 7. There 
are three boys in the family. .. Commercial Mgr. Peter Kenney ©: 
WKBN, New Britain, Conn., and his wife are parents of a son 
their first child. .. And Leonard Landau, head of the Landau Ou'- 
door Advertising Co., Philadelphia, has announced the second }: 
the Landau “screamline” series— Susan Arleen — “on display ‘ 
Lying In Hospital as of Jan. 4.”.. 

Other newcomers in the radio field are a boy, whose father 
Leslie Raddatz, NBC press chief in Hollywood, and a girl who ! 
being boasted about by Jack O’Mara, promotion manager of ABC. 
Hollywood... 

International Ticket Co., Newark, N. J., is celebrating its golde 
anniversary this year, with the founder of the company, Charle> 
Manshel, still actively engaged in its operation. . . Harry Simmon- 
New York management consultant, left Jan. 17 on a three-week 
Caribbean cruise. While on shipboard he plans to outline a nov‘ 
of American life during the early years of this century... 

Robert C. Van Kampen, pres. of Hitchcock Publishing Co., Chi 
cago, is in South America, supervising distribution of Hitchcock 
Export Sales Catalogs and La Maquina. . . Pres. Ray Vir Den © 
Lennen & Mitchell, New York, is recovering from a siege © 
pneumonia... 

Robert B. Vale, public relations director of Sun Shipbuilding & 
Drydock Co., Chester, Pa., has been elected pres. of the Fourt! 
Estate Square Club, Philadelphia organization of newspaper anc 
radio men who are masons... 
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3 budget, Judson? 
ill ae 
3 Judson (i defense); “If we're going to stick going into a monthly like REDBOOK and readers are free-spenders because the ma- 
= to our budget and still use big magazines, doing a strong selling job on 1,800,000 jority of them are under 35. Remember how 
He we'll have to rock along with a page or two, families. your family used up every cent you had, 
the 
re., _ Isn’t that th hen you were that age? 
* SmnER Ah Gat Tae echemeln.. tant het the “From what I hear, it’s one of the most re- " y 8 

pe >” 
rk, oF SEO Or sponsive audiences in America. Furthermore, “We could do a fine job on that crowd with 
ere 
a Chairman (‘7 rebuttal); “That depends upon REDBOOK costs per 1,000 are down—not pages in every other issue for $22,050. And 
vm whether you're talking about advertising or up! AndI suspect for my money, that beats all the flash mer- 
; a flash merchandising scheme. Are we plan- that REDBOOK _ chandising gags ever invented.” 
* ning to build customers for our product, or 
le | : 
- is this just a gag to stock dealers? 
ek : 
4 ‘If we can’t afford to do anything but touch f 
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4 lightly in 4 or 5 million homes, then I'd be for 
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Jd—the news- 


e bought 


in July. Another new group boarded the 


5,000 new peopl 


ARGOSY 


ARGOSY bandwagon in August. Since then, month 


adership has Co tinued to rise steadily: 


is at 400,000 .- 


after month, re 


Today. circulation arise of bettet than 


60% in the past 6 months . - is still climbing! 


281,926 


OCT. 
335,854 


The reason for this steadily increasing circulation? 
THINGS ARE HAPPENING TO ARGOSY’S editorial 
policy, too .-- and more men are discovering it. 


Every issue of this masculine magazine contains exciting 


And... every issue Of ARGOSY carries 4 well-rounded 
assortment of provocative, behind-the-scenes articles of 


a Hobby Cornet and a monthly “how-to-do” piece on hunt- 
ing and fishing and othet participant sports. : 


ted 
iii a 
ae ee 


| DEC. 
NUP 60” | 
CULATIO a 
: - was 250,000. es 353,676 
ARGOSY’S circulation W pe 4 
; 4 RADY AN TO HAPPEN at the er oe 
7 GS BEG a 
Then THIN — “od 
ving ground in the Magee a Pe bie 
t pro set 
stand! Ap iad 
| : m : 
da i ee eee SEPT. 
| | 298,171 : 
| 
| _& 
JULY | j 
261,790 | 
| : 
sports, crime, ant in features too, . accessories, | j 
po | = 
See oy — 


fore eae 


MEN’ 


i 


—, 


Sok ae eee rai” oI Wh Sieg Be es PAG hae eR ee ea we Us ATURE ARS OV eed 1 - | eee ees AN path ei Ee 2 eed Dy. CO ee ee Ee ee aka | Se PURER LF ry, 8 Dt a eT ea i OP ea adi ah Cnt 0 ee i ar ita ice Mme ancy Ns ae IS a a Pe et nigh Si. i So ee oe ee en A 
J Nao ie liane: ce ee. emai Dt SEC ae ee ei PR ae CSG Oka agar SAMSON et CUE ISR TR RE eae as eee 
Bae Pye es Rey cee SSCA coger ream ee ‘ore si Re MMSE Co - 72 a 2 Senate: Fe eer fie ure sie ea lays 7 am ee an eter = : ibs eyes aaa: = eS Mid waite Sha ae See, 
, : dee Mae =) : Pca ty 2 - ney oe a, oan oy Say ae sos 4 ae pet % Ee 4 a mek > eae ae sis 3 f as is ee ae 2 on By Aen aah of SS aetere Sa ia. Alessi oe Bree: are ee ers hy 2 aaa ees oS rare Est, yee Bs apg Sri 
‘ : ee eae: | ee ne eee eR eM ia Me hammer ame? ga ee te ee seagate cic peace, : a ae eee ho Seem : : : Se aay ee ego GS OG” eae ge a ae 
7 - 
; ae re san al le es ee pee”: = om as ks , Ses. ie ea 
= - 5 Sn 1% : ’ fees me , oe AS goes ee 3 : ‘ v ie oF eon ee ee ‘ — eS 
i: “ 4 :. st : t 4 ‘ aes a 
S '- : 2 € t 5 . cy dm : - ’ 
x : st z wen r 7 = : 
! : : a ; pe Bes ae 7. : 
Bae. ; 3 z et zi * i Hoe oe i m ase ar Dae 0, a : : 
F a : é aed i : wa: My as S 7 mi 4 ’ F 
Pp . ; 
—_ ‘me 
et e - 
Ls, el 
a = . 
% ft 
si 
+ ? Zs , a 
Ms ee a ae , i 
% » % S a ee sf 
% 5 t fi ; * Fe 
5 = re inbeee : a : S¥ . re 
¢ ‘ te a ee : 4 : 
5 7 Fite S ‘ 
a. , 
a a ek “3 ie ‘ . ai og 4 
a - 42 = of =: ‘. 
- faa a . gs — . ated, ° nt ‘ > ee 
cc ws ¥ a 5 a 
Cat YS, ie ny 4: 
ee eo 4, J mY a 
SS ae : i , : 
al rr 2 
: ys XA, 7 he 
ae 4 oa en, 
) .% - me . Ys a a 2 ere 
of “ee ™ 4 gt . . 
; Bes ; 
% 2 f ay os 
Bony 4 <a es yn F 
a "sh “g Se eee oy ee th ls oie i). iis ees) eRe.) 5 
ie My a eh, 4 Y , Sear a ae sea a) i ‘ Re Bis ad ean Bs ig Bs \ * 
| ee 44 ee ge) eeey meee eS Siteunes > Sinm a Bahai 4 “4 
os oy, Z “8 te a =| e esila ae we Wee spa bse } Re : i 
gs yet ae ‘ - , 
fe : ©b. 25 
‘% J c 
Se ee ee er ee alia 4 " 
epee met SY ear! SARI See ea ; ' 2 
7, Oar oe see. nore ae is ; 
Sa a ae ee a 
4 “Tee a, er ata # ae ree a a 
te 4 ee % ae ee ‘ai as is Saray. na a : ex eee ; x Pe) ea : = 
se — : a See emg ee 4 = 
* : ‘ ae ee | ee A ee ‘ . . 
, 4 i a ES aig ee S 
wr a tt | Nag ee ia 
“ Pres? 2 ee ~. ae  “ ; 
- > —e- Be Ss yh a : : ; 
Be ica ‘ Rea, pee Bie aie os <r ie , 
oo nee Race Bi ie coli oe «9 el a a , ; : 
: * eee EE ee, Re eRe ee | 
5 es eas — . i ia = oat oS a> eae metic, yeah eee aaa ‘ F 
{ oe ee: > “€ — - 4 a in £2 sae a ae oF ei ct Sy rea = 
f er ic Sag z a, ea mis ls ae pesto S| : 
ce “ 4 - ite see ee i» na ei 
] ¢ : i gre hale ee Trap aaeie | ay 
; — s a Wie ‘ : " eee Pee ian : ; : 
Lie, — oS ae ™ i Pe mL as Nas Riek : 
<<,  <$-~ . hi 4 ee : 
“4 eatin: : ae @ : H De |) Se ee 
a meds tVaee o ho ee ee et . ee ee ee * / r 
‘ ee ee , ee ao c es om > 4 : ’ se Mees rs 2 en } 
¥ i ao See Pic ae ” a, he ™ 'y, —-) f° | aS? ono ee ear f | 
«i ca + a tee) ae eee I 2 x . af a7 7 af Ph te 3 fi | 
fe _ : * oe ¥ uit 2 a "4 . . q . 4 # £ Se nF ' 3 | : a 
ae age ; eee ee _. — ee s Be . pe AER een Semone iy asl ck ia ba “ 7, | 
.- a — : f Oeeer Y. oe 
be : me . a —— = a P a * #2 a, " ; j 
“os : ‘ , ee gg ae pistes hes oe 4 aie ay. Aca F 
; : : ae 4 gidoaanal cae : j tae. 5 aa : 
ke : 4 F. eu jee we, Ps ete ’ r 
; ¢ 3 es og oe See mse 8 ° , 
e — 4 Oe ee | 
oe ka ee a = , ee s Ee = Sly é ah : 
ae hes 4 i : i pees a : Bs 
Ps ‘ : 7 - ‘Na Bako og a sa a , 
asa q i: oe sa Pe ae ‘ kg ee a ~ ‘ : 
s a -_— - ae ——— 5 re 
‘ 2 9 Ny e ee a ef 
‘ eer aa ; ee | § fee: ae z be os i : 
— i +. er | ah | 
: se ss (yar ie : ‘ a i A a 3 
ee Ps <a ” 4 eee aes ° } : 
? igs °F 3 ‘ ae it ' 
4 ae ea ed ? Soe sig 
‘ oe gn . : alii ee Ps : : 
Pe aa & . ee Soe oe Ce a eS "4 | “ 
| —. 4 ware Pr tere a cea ’ 
‘ Rid ie a r % A ‘a ai Rig Cal el é eae +2 Aa | > 
| # = a = . i ee se ee a ae lk ’ ‘ 
’ ea * * a : / ae. ; a : & j 
\ ee me TR ——— eee — ‘ Wee | ' 
oe : a Ae. ee 5 ene Nae eS a ed zs : a : ; 
, ° pets in? a ae” ‘ ty “g pies: es ea } F 
c | oan j a pe es j 
. . ani ae 3 = a a f 
we % ‘ - bf Ets . a i ae a “i 7 3 . j i ; f 
, alae Se er . oe ss roe ; 
in 4 Te ie 6 a 3 : —-. ae i | 
J ” : a 2 Gas a i =o Ls : a io ae i a . } ; 
2! By: a ing eS ee ‘ mes j j _ 
“7 Se Wee fs a a, ie ; j j | ; : 
Pa “Sing ee 1 pda ian ate Many sh alg Phe “ "ee re Ree : 
‘ . ae a ee ee Pe d - f pe : - | é ; 
Re : ae d C2 et } ‘ 
by “7 F ° es ee : | 
em, ” 7 < Daa [ oo, © > : ‘ : : 
Be SE ie eR Maas RE 7 rR : . 
; > a tie ae Semmes ee ye fits 7 a ae i aA 2 oe ve : ; 
{ noe os ; ;: ae ip — acy ee et ae Ft se a we Sal Foe ; 
Z : ‘tek, : gC )SY : *, 4 sd 4 me F a < . 
d J . ® p> ‘ q —- Shee” 4, mm a R 
5 had tpe! a eg ‘ weep i i : 
aA, 5 , _—_ ne Tae oa a ee. ‘ : eee fe , bh nd P 
} ae yy " ' Rohe cat ee é 5 fee ed me ‘ i Bape ' BS + ee a 
' pei i tl Y LE ¢ « ACTS Hie ry OF 4&VY,VY an - 
—_ CHARTER os : rial 7 
| The = Is” | 
i ae ET aes eae siege 0 TRS SS a gg he . iar 6 a eas aS eras ' 
; es hous > ee ey ; NE RAE AEP | I : 
ee ot ce ey Seiki. : aa —_— = (oe) aes * 5 Gp eee 2 | 
: 2s the Du a is tee ae Re Se Oe 
——— : ers, Pate : ery. ue E * fin eh eae “y " : 
=—=—== . : Da aes e it e a ps . vt on - ; 
—— : oat ota pies a - a /. ES iy ae ns didi 
i = ==" i. a oe ~Cha, De: *Y Tom wn Hii] 
— ~ — 5 By, ec Bi * Pin de i : Hi] /} (450 — S ' : 6 | j 
- : : 7 Sn ii ® Dy f 
: fi S et pee ieee . as : 
- a 7) ar, at Ce aa? Hi | 
Poe ae ; ‘a — 5 ane | 
sg ee es e bidiis 
i , 
a 


Revere Camera 
Files Trust Suit 
Against Eastman 


Cuicaco— When Sam Briskin; 
president of Revere Camera Com- 
pany, told his dealers three months 
ago (AA, Nov. 10) that he would 
help them get film for the 8 and 
16 mm. Revere motion picture 
cameras they bought, he wasn’t 
kidding. 

His company has now filed a 
$3,000,000 suit in federal court 
here charging Eastman Kodak 
Company with violation of the 
anti-trust laws insofar as manu- 
facture and sales of film for ama- 
teur motion picture cameras, and 
other equipment, is concerned. 

The suit asks triple assessmeni 
of $500,000 damages and $500,000 
loss of good will, and for an order 
forcing Eastman to disclose its 
formulae and “know-how” and 
license others to make color film. 


Eastman Subsidiaries Listed 


Eastman Kodak Stores Com- 
pany, Eastman’s Chicago dealer, 
is also named a defendant. The 
complaint points out that Eastman 
has subsidiaries in 22 states and 
25 foreign countries—one with the 
impressive name of Naamlooze 
Vennootschap Handelsvereeniging 
Kodak-Pathe International. 

Revere says Eastman and 
subsidiaries constitute by far the 
biggest manufacturing and selling 
organization in the photographic 
field, and did over $230,000,000 in 
volume in nine months ending 
last Sept. 6. 

Revere charges that “in attain- 
ing its dominant position, East- 


its 


man has frequently resorted to) 


illegal trade practices which have | 


involved it in numerous law suits 
including several under the anti- 
trust laws.” Eastman,’ the suit 
charges, is discriminating in price 
among purchasers of film, cameras 
and projectors; monopolizes trade 
in the field, etc. 


Specifies Violations 


It is charged that Eastman, to 
stifle competition from Revere in 
the camera and projector business, 
sends little film to localities where 
Revere dominates; makes and sells | 
little “double 8 mm.” film because | 
Revere dominates the “double 8) 


mm.” camera field; gives most 
film to dealers who favor East- 
man products in advertisements 
and selling practices; sends film 
overseas while it keeps U. S. film 
supply low; and forces dealers to 
buy so many Eastman cameras 
and projectors that the dealers 
cannot buy from Revere. 

Revere declares that when it 
started making cameras in 1939, 
Eastman asked it to enter a licens- 
ing agreement under which Re- 
vere could make “double 8 mm.” 
cameras and Eastman would sell 
it plenty of film. “Relying there- 
on,” the complaint says, Revere 
switched to making such cameras 
(which use twice as much film as 
regular 8 mm. cameras) but in 
1941 Eastman said the cameras 
violated Eastman patents. 

The federal court here held last 
summer that Revere had not in- 
fringed on Eastman. Since that 
time dealers have had increasing 
difficulty in getting film for Re- 
vere cameras, says the complaint. 
Many Revere dealers have can- 
celed large orders and asked to 


return cameras already purchased, 
Revere says, adding it believes this 
is caused by Eastman. 


Sponsors Video Film 
of Rose Bowl Game 


Oldsmobile division of General 
Motors Corporation, Lansing, 
Mich., presented the full-length 
television films of the University 
of Michigan victory over Univer- 
sity of Southern California at the 
Rose Bowl over WWF-TV, Detroit. 
It was estimated that a Detroit 
television audience of more than 
90,000 saw the film, which com- 
pletes Oldsmobile’s first video 
series. 

Window displays and 420-line 
ads in all three Detroit papers 
were used to promote the event. 
D. P. Brother & Co., Detroit, is 
the agency. 


. .\ . . 
Joins ‘Family Circle’ 

Andrew Mawhinney, former 
sales promotion director of Dell 
Publishing Company, New York, 
has joined Family Circle Maga- 
zine, New York, in the same ca- 
pacity. 


Wamsutta Sets 
Record Magazine 
Drive in 1948 


New Beprorp, Mass.—Wamsutta 
Mills will launch the largest ad- 
vertising campaign in the com- 
pany’s history during 1948. 

The company has scheduled six 
four-color insertions in House 
Beautiful, House & Garden, Ladies’ 
Home Journal and The New 
Yorker, plus 10 black and white 
ads in the Christian Science Mon- 
itor. Wamsutta will cover the 
bridal market with 10 four-color 
ads in Guide for the Bride, Bride’s 
Magazine and Bride’s Reference 
Book. 

Alley & Richards, Boston, is the 
agency. 


Appoints Lewin Agency 
Micamold Radio Corporation, 
Brooklyn, manufacturer of radio 
capacitors and resistors, has placed 
its advertising with A. W. Lewin 
Company, New York. - 
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Muzart Appoints Four 


Colin M. Selph, formerly s2\¢es; 
manager of Cresta Blanca Wine 
Company, has become associated 
with Wesley I. Dumm in the own. 
ership of the Muzart Company 
San Francisco, northern California 
Muzak franchise holder. Craig 
Maudsley, formerly Pacific Coast 
regional manager of Packard 
Motor Car Company, has been 
named East Bay district sales 
manager, with offices in Oakland, 
and Ewing Day, formerly with 
Trans World Airline, has been ap- 
pointed district sales manager on 
the San Francisco sales force. M. J. 
Deming has been named studio- 
office manager and administrative 
assistant to Mr. Selph. 


2 Name Aldridge Agency 

National Foam System, Inc. 
manufacturer of Aer-O- Foam 
foam liquid and foam fire fighting 
systems, and Selas Corporation of 
America, engineer specialist and 
builder of improved heat process- 
ing equipment, have retained A. E. 
| Aldridge Associates, Philadelphia, 
‘to handle their advertising and 
'sales promotion. 


* 
What a market editorial 
screening gives you for cars 
(BH&G families have to 
have them), for sun-tan lo- 
tions, for fun equipment 
for the family, for all the 
food that goes into picnic 
baskets and onto over 
3,000,000 of the best-set 
tables in the country! 
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Industrial Red 
ne BCross for Europe 


rope, has declared that the Perry 
plan would prove of great value 
to manufacturers in devastated 
countries. 


ted 

, pAttracts Support —|_Woula Be Outright Gitts 

nia Boston—A proposal to  sup- REST, Uae PSs. — a 
S4€ Ti) jiement the Marshall Plan by |Se"Oochines that have been over. 
ird gifts of machinery . from Ameri- hauled and are in good working 
en can business men to struggling in- 


order. While the equipment 
might be relatively obsolete by 
American standards, it would be 


les dustries in- friendly foreign coun- 
nd, tries has been made by William 


ith E. Perry, president of the Cam-|.,...; ; : 

. , distinctly superior to machinery 
ip- cdo P 4 
bridge Paper Box Company and a| ow in use in European plants. 


J director of the Smaller Business 
Association of New England. The 
plan is winning wide support. 


Recipients would be determined 
by representatives of American 


ive : trade associations abroad. 
The proposal was outlined by| ach piece of machinery would 
Mr. Perry in a radio forum over|). marked with a plate carrying 
cy JB WNAC, during a program spon-|ine name of the donor firm and 
ne, sored by the Smaller Business As- those of its officers. Correspond- 
am sociation, and was endorsed by the | ance between donors and recipi- 
ing annual convention of the Massa-| ents would be encouraged, and 
of chusetts Bottlers of Carbonated | considerable international indus- 
and fj Beverages under the title of the | trial good will would be engend- 
“1 “Industrial Red Cross” plan. ered, Mr. Perry feels. 
hie. Rep. Christian A. Herter, head Export clearance would be readi- 
and of the European aid committee,|ly available, since this plan has 
who recently returned from Eu-|the approval of many members of 


Congress. The Under Secretary of 
Commerce, William C. Foster, who 
recently addressed the New Eng- 
land Sales Management Confer- 
ence here, has already given his 
endorsement to the plan. 


Buys Out Hutchings 

Harry E. Collins, president of 
Collins, Miller & Hutchings, Chi- 
cago photo-engraver, has pur- 
chased the interest of Thomas D. 
Hutchings. The partnership has 
been dissolved and a corporation 
has been formed under the name 
of Collins, Miller & Hutchings, Inc. 
Officers are: Mr. Collins, presi- 
dent; Jack Manders, vice-presi- 
dent; Ray Vales, secretary, and 
Cc. K. Olson, treasurer. 


Weiskopf, Davis Direct 
White Rock in Miami 
James L. Weiskopf and George 
W. Davis, who have been dis- 
tributing National Distillers prod- 
ucts since 1941 as partners in Na- 
tional Beverage Distributors, will 
direct the newly-formed White 


Rock Bottling Company of Miami, 
Inc., as president and secretary- 


treasurer, respectively. 

Newspaper advertisements and 
outdoor posters will announce the 
new Florida operation and White 
Rock’s ads in Life and The New 
Yorker will support the Miami 
project. The agency is Kenyon & 
Eckhardt, New York. 


Joins Centaur-Caldwell 


Evelyn M. Corper, former ad- 
vertising and _ sales promotion 
manager of Dr. D. Jayne & Sons, 
Philadelphia, has been appointed 
sales promotion manager of the 
Centaur-Caldwell division of 
Sterling Drug, Inc., New York. She 
will assist Edward L. Marschner 
and R. E. Doolittle, divisional 
vice-president, in directing the ad- 
vertising programs for the eight 
Centaur-Caldwell products. 


Goerl Forms Agency 


Stephen Goerl, formerly adver- 
tising and sales promotion man- 
ager of Bulkley-Dunton Organiza- 
tion, has opened his own adver- 
tising agency, Stephen Goerl As- 
sociates, at 22 E. 40th St., New 
York. 
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his screen holds 


only the big ones 


| Ser Homes & GARDENS is a screen because it appeals only to 
people whose big interest is better living in a better home. 


The screening results from our editorial content of 100% service articles. 
Casual readers slip away because there’s nothing to hold them, but 
husbands and wives with homes and families pore over every page. 


Better Homes & Gardens is a “how-to” book — and that fact does a 
further sifting job, because it appeals to the people who can measure up 
to better living: BH&G incomes are among the highest for all big 


Over 3,000,000 such families, spending to the tune of a comfortable 
suburban kind of living, can buy the entire output of almost any factory. 


Better get the whole story on editorial screening when the BH&G 
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GREENVILLE 
NOW 


\ 


\ 


S 


While the 1940 Census gives 
Greenville, S. C., only 34,734 
population within the 14 
mile city limits (Est. 1865), 
checks of independent sta- 
tisticians show that Green- 
ville now has, in a radius of 
10 miles 


123,000 PEOPLE 


_ Greenville County, the State’s 
_ richest market (effective buy- 
ing income $157,508,000) 
| with hundreds of diverse in- 
has, according to 
_ Sales Management’s last esti- 
mate 


| dustries 


173,900 PEOPLE 


The A. B. C. Audit Report, 

| defining the News-Piedmont 

| “Total City and Retail Trad- 
ing” zone, gives a figure of 


455,011 PEOPLE 


This great market is served 
by two newspapers whose 
growth and prestige have 
kept pace with the ever gain- 
ing market. 


Greenville is 
your Best Buy 
in South Carolina 


me PIEDMONT Be 


| Greenville News 
~ GREENVILLE PIEDMONT 


EVENING 


| Represented Nationally by WARD-GRIFFITH COMPANY... INC. 
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Offers Taxicab 
Ads—in Motion 
as New Medium 


Eriz, Pa.— Motion Advertising 
Company, New York, is using Erie 
as a test market for its new ad- 
vertising medium, “Tel-A-Tale,” 
and plans to promote the lighted 
panels — with moving advertising 
or public relations messages—for 
use in markets throughout the 
country. 

Bernard Benjamin, president of 
the company, which has offices at 
152 W. 42nd St., New York, said 
Motion Advertising developed and 
perfected the device during the 
past year. It plans to operate the 
new machines itself in some terri- 
tories, while granting franchises 
in others. 

The light-weight Tel-A- Tale 
machines are 25 inches long, five 
and a half inches wide and two 
and a half inches thick. They are 
placed directly over the back of 
the driver’s seat, mounted on ad- 
justable brackets which are 
secured to the door posts. Each 
machine carries three messages of 
approximately 60 letter spaces 
each, with the appeals moving 
across a lighted panel whenever 
the cab motor or meter is running. 


Premium Circulation 


G. E. Denmark & Co. has been 
named franchise holder here, and 
will service Tel-A-Tale in the tri- 
state area bordering Lake Erie. 

In promoting the device to taxi- 
cab owners, Motion Advertising 
is emphasizing that Tel-A-Tale 
takes little motor power, is easily 
installed and serviced without ex- 
pense of the cab owner, and does 
not detract from the comfort or 
safety of the cab. In addition, the 
company claims, taxicab passen- 
gers are premium circulation. 


The company has named Mit- | 


chell & Knepper, Erie agency, to 
handle its account. 


Industrial Group 
Sponsors Ad Exhibit 

The Twin City Industrial Ad- 
vertisers sponsored an exhibit of 
prize winning industrial adver- 
tising at the St. Paul Athletic 
Club Jan. 13 with panels consist- 
ing of the campaigns of 65 na- 
tional advertisers covering indus- 
trial product campaigns in busi- 
ness papers, industrial institu- 
tional campaigns, direct mail, and 
catalogs and sales literature. 


Lane Witt, president of the Na-. 


3 to Beaumont & Hohman 


J. C. Deagan, Inc., Chicago, 
manufacturer of musical bells, 
chimes and carillons, and Welch 
Fruit Products, Inc., Evanston, 
Ill., producer of Mary Welch Sun- 
dae Toppings, have named the 
Chicago office of Beaumont & Hoh- 
man to direct their advertising. 
The agency’s Los Angeles office 
has been appointed to handle the 
advertising of Driscoll Strawber- 
ries, Inc., San Martin, Cal. 


‘Times’ Becomes Daily 
The Times, Pasadena, Tex., a 
weekly published in the Houston 
suburb, became a morning daily 
on Jan. 15. R. E. Smith is pub- 
lisher. Royal H. Roussel, formerly 
associate editor of the Houston 
Press, is editor, and Harold B. 
Kirkham, advertising manager. 


Ad Council Aids 
1948 Red Cross 
Fund Drive 


NEw YorkK—The Advertising 
Council has prepared a series of 
newspaper advertisements for 
distribution to local Red Cross 
chapters throughout the country 
as a part of its continuing cam- 
paign to assist the Red Cross in 
attaining the goal of its yearly 
fund drive. 

The ads, stressing the campaign 
theme, “It’s your Red Cross— 
keep it going,” range in size from 
1,000 lines to small space. 

Lennen & Mitchell is the volun- 
teer agency for this campaign. 
Paul Ellison, public relations di- 


rector of Sylvania Electric Com- 
pany, is campaign coordinator and 
Henry C. Wehde is the staff man- 
ager for the council. 


Schedules New Station 


Lee-Smith Broadcasting Com- 
pany, Faribault, Minn., will begin 
operation soon of a new one kilo- 
watt station. FCC recently granted 
the company a permit after deny- 
ing. the application of KFNF, 
Shenandoah, Ia., to increase day- 
time power to five kilowatts. KFNF 
operates on 920 kilocycles, the 
same frequency granted the Fari- 
bault: station. 


Miles Joins Walker 


LeRoy E. Miles, formerly with 
Fadell Company, Minneapolis, has 
joined Harold C. Walker Adver- 
tising, Minneapolis, as copywriter. 


Directs NCA Council 

John K. Kettlewell, forn ery 
vice-president in charge of the 
Chicago office of Buchanan & Co 
has been appointed to suc cg 
Smith H. Cady Jr. as director of 
the Council on Candy of the Na. 
tional Confectioners’ Associa ion 
Working with the council com. 
mittee headed by Oscar Trudeay 
of Minneapolis, he will admin ste; 
the council’s advertising and ) ro. 
motion program. 


C&NW Promotes Kova! 


F. V. Koval has been appointeg 
assistant to the president jp 
charge of public relations of the 
Chicago and North Western Rail. 
way System, Chicago. He joineg 
the North Western in 1943 as pub- 
licity manager, and in 1946 was 
promoted to advertising and pub- 
licity manager. 
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tional Industrial Advertisers As- | 


sociation, presented a film illus- 
trating a report of the Continuing 
Study of Business Paper Research. 


Laidlaw Moves Offices 
H. B. Laidlaw, Los Angeles, 
printing and lithography, has 


moved its offices to 1127 Wilshire 
Blvd. 7 


NEW JERSEY'S FOURTH LARGEST MARKET 


BAYONNE 


cannot be sold 


| 


FROM THE OUTSIDE ss 


76% 
THE BAYONNE TIMES 


14% 


ALL OTHER PAPERS COMBINED 
NEWSPAPER COVERAGE 


THE BAYONNE TIMES 76% Family Coverage 
is 93% home delivered and the most con- 
centrated coverage in New Jersey. $67,205,000 
in Retail Sales for 1946 makes Bayonne a 


good home market. Bayonne's 100 diversified 
industries insures you a good- industrial 
market. 

Send for the 1947 Market Data Book. 


THE BAYONNE TIMES 


NATIONALLY REPRESENTED Bb8Y 


BOGNER & MARTIN 
295 MADISON AVE, NEW YORK © 228 W. LA SALLE ST. CHICAGO 
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HERE’S THE SUREST— MOST ECONOMICAL— WAY TO 
REACH YOUR BEST PROSPECTS IN BUSINESS AND INDUSTRY! 


ELL YOUR STORY where it will 

do the most good. Put it in The 
Wall Street Journal. It’s the only 
national business daily. 


Businessmen read it on the job— 
where decisions are made. 


From company presidents in New 
York to plant foremen in western 
mills—wherever the wheels of in- 
dustry turn—the men who count 
read The Wall Street Journal. 


They have it delivered to their 
desks every morning. They digest it 
thoroughly. Don’t think they just 
read it. They study it. They use its 
daily business news, its figures, its 
reports, and its interpretations. 


avast HE WALL 
| wea ato prices "But Bebb “ i TWAT ilers 5 


companies. 


Interest is keen. Reader traffic 
averages 75.6% per page. Circula- 
tion in 1942—35,000. Today—over 
115,000. And at $18.00 per year! 


This increase has come mostly 
from top men in smaller businesses 
and operating executives of larger 


That’s why the best place to tell 
your story to business and industry 
is in The Wall Street Journal. The 
men with the say read the WSJ. 


And—important, too—your 
message reaches more of these de- 
cision makers per advertising dol- 
lar in The Wall Street Journal than 
in any other publication. 
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Swift Optimistic 
Over Light Plane 
Potential in “48 


)aALLAS—The sales potential for 
two-place planes “is excellent,” 
according to Leonard Larson, 
Swift sales director for Texas En- 
gineering and Mfg. Company, “but 
it will require selling, and not sit- 
ting around an airport waiting for 
prospective buyers to call.” 

Speaking at the inauguration of 
a new factory-dealer setup, Mr. 
Larson reiterated the intention of 
Swift to devote its full attention 
to two-place planes rather than to 
enter the four-place plane field, 
as had been rumored. 

The new distribution plan, which 
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includes 50 dealers operating di- 
rectly under factory supervision, 
may soon be copied by a number 
of other light plane manufacturers. 


Promotes L. E. Crist 


Luther E. Crist, formerly west- 
ern manager of Factory Manage- 
ment & Maintenance, has been 
named to a newly-created post as 
sales manager of Chemical Engi- 
neering and Food Industries, all 
McGraw - Hill publications. Mr. 
Crist joined the company in 1929. 


Promotes Morgan 


Willis E. Morgan has been pro- 
moted from assistant sales man- 
ager to sales manager of Bur- 
roughs Adding Machine Company, 
Detroit, succeeding Ray R. Ep- 
pert, who has been made vice- 
president in charge of marketing. 


Airs New FM Station 


Station WHBC, Canton, O., aired 
its new frequency modulation sta- 
tion WHBC-FM, Jan. 14. The sta- 
tion operates from 1-4:05 p.m. and 
6-9 p.m. daily; from 6:30-9:30 a.m. 
and 6-9 p.m. on Saturday; and 
from 12 noon to 3 p.m. and 7-10 
p.m. on Sunday. The broadcast- 
ing period will be increased as 
more FM receivers become avail- 
able in the area. 


Promotes C. P. Palm 


C. P. Palm, advertising manager 
of North American Life & Casu- 
alty Company, Minneapolis, has 
been promoted to vice-president 
in charge of advertising and pub- 
lic relations. The company’s new 
home office, a four-story, modern- 
istic building, will be ready for 
occupancy in February. 


Pharmaco Adds 
Mystery Drama 
on MBS Net 


New YorK—“Official Detective,” 
mystery-thriller, made its debut 
Jan. 20 over the Mutual network 
under the sponsorship of Phar- 
maco, Inc. 

The drama, handled through 
Ruthrauff & Ryan, brings Phar- 
maco’s list of Mutual broadcasts 
to four. The company already 
sponsors “Charlie Chan,” the Jim 
Backus comedy show and “Song 
of the Stranger,” an adventure 
series. “Official Detective,” aired 
at 8:30 p.m., EST, is carried on 
some 200 MBS outlets. 

Mutual’s schedule also will be 


SR Say ere 


PAGE COST PER THOUSAND DOWN 58% IN FIVE YEARS 


(Based on September 30 A.B.C. attained circulations) 
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augmented by the addition of two 
more cooperative programs, giving 
the network a total of 17. John 
Nesbitt’s “Passing Parade” will be 
made available to local sponsors 
over local stations beginning Feb. 
2. His Monday-through-Friday 
commentaries will be carried at 
11:15 a.m., EST. 

“Superman,” dropped as of late 
December by Kellogg, turns co-op 
starting Feb. 9 at 5:15 p.m., EST. 
This kids’ show ended its spon- 
sored run with a 4.1 Hooperating, 
against 6.4 for General Foods’ 
“Portia Faces Life’ (NBC), the 
nearest competitor. 


Towmotor Plans Drive 


Towmotor Corporation, Cleve- 
land, manufacturer of fork lift 
trucks, industrial tractors and 
fork lift truck accessories, has 
scheduled ads in business papers 
and trade publications, supple- 
mented by a direct mail program. 
The 1948 schedule includes copy 
in Business Week, Fortune, News- 
week, plus trade publications used 
in 1947. 
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and these Salesmen 
re Tops in Direct Selling / 


Nationally known manufacturers 
such as Fyr-Fyter Co., J. B. Simpson 
Tailoring Co., Fashion Frocks, Stark 
Nurseries, and scores of others, use 
this sales force to chalk up many 
millions in sales annually in this 
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Selling? Can direct selling build 
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Adds Sales Department 

R. G. LeTourneau, Inc., Peoria, 
Ill., has established a wire rope 
sales department as part of the 
company’s sales division. The 
company will incorporate a full 
line of sizes, types and construc- 
tion of preformed and non-pre- 
formed wire rope under its trade 
name Tournarope. The new de- 
partment will be under the super- 
vision of W. H. Wilson, wire rope 
sales manager. 
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and EQUIPMENT 
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Vitacoustic, Inc., 
Chooses Research 
Over Retirement 


Cuicaco — It would have been 
easy for Lloyd Garrett and his as- 
sociates at Vitacoustic Records 
last year to have paid up their 
taxes, pocketed the profits and 
spent the next 10 years cruising 
around the Carribean. 

After ail, they had just hit the 
jackpot with a record called “Peg 
’O My Heart,” which sold 2,000,- 
000 copies. But Lloyd and. his 
staff decided to stay in the record 
business as an independent. 

And since they were determined 
not only to stick it out, but also 
to make a rousing success of it, 
they decided that the organization 
needed a little something extra to 
provide its merchandising with a 
punch. 

Last July, they found what they 
were looking for in the person of 
Edward Whittlesey, president of 
Research Services, Inc., Denver. 
Mr. Whittlesey, a former vice- 
president of Western Reserve 
University and founder of the Re- 
search Institute of America, came 
up with the idea of pre-testing 
consumer reaction to records. 

Ultimate aim of the recorders 
and researchers was to perfect a 
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system which would allow the 
record company to test a new side 
in as short a time as four days, 
and come up with figures accurate 
enough for the salesmen to guar- 
antee a given sales volume when 
they presented the discs to dis- 
tributors. 


Start Pilot Studies 


And last July and August, Mr. 
Whittlesey and his staff inaugur- 
ated pilot studies in the Denver 
area. The methods are similar to 
those of Dr. George Gallup in his 
movie pre-tests and will eventu- 
ally involve some of the controlled 
laboratory techniques which 
Frank Stanton and Paul Lazars- 
feld use for radio shows. 

Main object was to discover 
what the record buyers liked well 
enough to buy. Best way to lo- 
cate the record buyers was in the 
record shop, and so the research- 
ers played their test sides to a 
cross-section of customers; and 
used wholesalers, retailers, and 
disc jockeys as their control group. 


Signs $50,000 Contract 


The sales forecasts, based on 
projectiqns from the pre-tests, cor- 
responded so closely to actual 
sales figures, that Vitacoustic has 
signed a $50,000 contract with the 
Whittlesey group to test 100 num- 
bers in the coming months, 10 
sides of which will be checked 
within 30 days. 

As in any research study, diffi- | 
culties were encountered. Big- 
gest problem was the influence of | 
repeated hearings. How was it| 
possible to tell whether a person’s | 


vice versa? And how would it be) 
possible to tell which numbers 
would be regional hits, and which | 
would go well nationally? 

In order to answer these and a 
dozen other questions, Research | 
Services conducted a number of | 
studies to determine just how a/| 
popular song gets that way, in 
local areas, and now believes that 


| 


lis 


it has some of the answers. 


Should Avoid Duds 


Main object of the present tests 

to withhold those numbers | 
which the research shows will not 
go over, and to indicate which of | 
the more favored sides may re- 
quire promotion. 


first reaction of dislike might not | 
change in time to approval, or. 


Both the artist | 
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the “know how” to assist you in organizing 


your art and copy . .. determining your 


method of printing . . . producing your 


work economically and quickly. Publications, 


catalogs, booklets, direct mail from black and 


white to full color . . . Now over one million 


impressions a day. 


Make your next job 


high in quality. 


xcELLo PRESS |... 


LITHOGRAPHERS + PRINTERS + BINDERS + 


400 NO. HOMAN AVENUE, CHICAGO 24, ILLINOIS + 


'and the label can be built up, ac- 


cording to Vitacoustic, by avoid-| 


ing duds. 

| Commenting on the move, Lloyd | 
|Garrett declared: “We believe) 
‘that now is the time to make | 
‘friends among the record buyers. 
The tendency to let down on qual- | 
‘ity and selections during the Pe- 
trillo ban is likely to be strong. 
We feel that this is the greatest 
| mistake which record manufactur- 
ers could make and, in order that | 
record buyers continue to get bet- 
ter rather than poorer numbers 
during this time, we have decided | 
to test every number before it is 
released.” 


Form New Boston Agency 


Silton Brothers, Inc., a new ad- 
vertising agency at 280 Dartmouth 
St., Boston, has been formed by 
‘three brothers, Myron, Ramon 
and Jason Silton. Janet Kay is 
|space buyer for the agency. 


Appoints Louis Kimball 


Louis S. Kimball, formerly vice- papers used 3,564,678 tons of | 
president in charge of operations | newsprint, an increase of 13.7% 
of Colonial Radio Corporation, | over 1946 and 21% over 1941. 
| Buffalo, has been named _ sales 


| manager of Prime Mover, the new 
| materials handling device made | 

|by Bell Aircraft Corporation, | 
| Buffalo. 


| enale Boosts Whittaker 


Otto Whittaker Jr. has been ap- | 


pointed head of the copy depart- 
ment of Houck & Co., Advertising, 
Roanoke, Va. Belva K. Mahood 
and William Hutchinson have 
joined the agency’s art depart- 
ment. 
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Dailies Newsprint 
Use Gains 13.7% 


New YorK — Daily newspapers 
had 36 days’ supply of newsprint 
on hand and in transit at the end 
'of December, 1947, an increase of 
three days’ supply compared with 


stocks on hand at the end of No-| 


| vember, 1947, the American News- 
|paper Publishers Asociation re- 
i. 

Daily newspapers consumed | 
322,136 tons of newsprint during | 
| December, 1947, compared with | 
294,835 tons the same month in 


1946 and 274,471 tons in Decem- | 


|ber, 1941. This represents an in- 
crease of 9.3% over December, 
1946, and of 17.4% over December, 
1941. 

During 1947 the reporting news- 


O’Kay Schedules 
‘Shoe-A-Month Campaign 

O’Kay Shoe Company, St. Louis, 
|infants’ and children’s shoes, has 
|jannounced a new _ promotional 
theme for 1948—selection of one 
shoe type each month to be fea- 
tured in national, trade and con- 
sumer publications. 

The advertising schedule in- 
cludes: Boot & Shoe Recorder, 
_Earnshaw’s Infants’, Children’s & 


lhe Creative Wan Corner 


much of it, the Coca-Cola advertising does not strike us as 
being so consistently excellent as it actually is. 
perience is somewhat similar to failing to see your mother 
in perspective, because you’ve grown up with her. 


drinks, Coca-Cola advertising is markedly traditional—but 


One must inevitably compare the Coca-Cola advertising 
with the advertising of Lucky Strike—not just because each 
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but because each is so fundamental—almost elemental-—in 
its simplicity. Quality of product and unashamed presen- 


skeleton of any Coca-Cola or Lucky Strike ad. 

Coca-Cola is to be congratulated, however, 
its advertising obtrudes itself on our 
times daily than Lucky Strike advertising—it still manages 
to do so without irritation, in the best of all possible taste 
and, what is most important, without our being too con- 


sciously aware of its selling effect upon us. 
for the number of years that Coca-Cola advertising has 
been around is accomplishment indeed! 


much of it, and have seen so 


The ex- 


advertising of the other cola 


what is considered an insuper- 
advantage—it has successfully 
and made it pay out in volume. 


e” trademark common to both, 


o factors constitute the basic 


that — while 
vision many more 
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| Girls’ Wear, and Infants’ & Chil- 
|dren’s Review in the trade field, 
| and Good Housekeeping and Par- 
/ents’ Magazine in the consumer 
field. Robert Lurie, Inc., S' 
Louis, is the agency. . 


To Firestone-Goodman 


Firestone-Goodman Advertisin: 
|Agency, Minneapolis, has _ bee 
named to direct the advertising o 
Patricia Stevens School of Mode! 
ing and the Kaplan Paper Bo» 


|Company. Helen Gottlieb an 
Harvey Bass have joined th 
| agency. 


‘Beacon Hill Appoints 


Eddy-Rucker-Nickels Compan: 
Cambridge, Mass., has been a} 
pointed to handle ‘advertising an 
| sales promotion of the Beacon Hi 
Collection of furniture. Consum¢ 
magazines will be used. 


Teeter Joins Feldon 


Wayne Teeter, formerly wit 
the Chicago Sun and Chain Stor 
Age, has joined the advertisin 
sales staff of O. A. Feldon & As 
sociates, Chicago publishers’ re} 
resentative. 


Opens NY Office 

The British Travel Associatio: 
the tourist division of the Britis! 
Tourist and Holidays Board, has 
opened a New York office at 475 
5th Ave., for service to trave! 
agents and the public. Louis S. 
Law is general manager. 
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Port Authority's 
Lady Aircaster 
Starts llth Year 


New YorK—Traditionally 
women aren’t supposed to be hep 
to such subjects as bridges and 
tunnels, but a notable exception, 
according to the Port of New 
york Authority, is Lorraine Sher- 
wood. 

Miss Sherwood is beginning her 
eleventh year on the Authority’s 
Sunday morning program, “Going | 
Places,” over WOR. Her selling | 
job on the 15-minute broadcast | 
is to explain the services of the 
authority, which controls airports, 
pridges and tunnels .in New York 
and New Jersey. 

The _remainder of the show is 
devoted to public service appeals 
and to commentaries on current 
and historical events of interest 
to her listeners. In gathering ma- 
terial for the program, Miss Sher- 
wood has traveled more than 100,- 
000 miles throughout the two 
states; she figures she has worn 
out 45 pairs of shoes in these 
travels. 

Time for the program is se- 
cured by the Port Authority 
through an exchange agreement 
with WOR, which gets poster ex- 
ploitation privileges on approaches 
to tunnels and bridges. 

Miss Sherwood, who did a 
sponsored broadcast for General 
Electric Company during the war, 
has received upwards of 500,000 
fan letters since she took to the 
airwaves. And, by her calcula- 
tions, she has done the equivalent 
of 32 straight days of talking dur- 
ing her decade on WOR. 


Davis Joins Republic 

Louis W. Davis, formerly assist- 
ant to the general manager of the 
personal plane division of Fair- 
child Engine & Airplane Corpora- 
tion, has been appointed assistant 
director of public relations of Re- 
public Aviation Corporation, 
Farmingdale, N. Y., succeeding 
C. D. Johnston, who has returned 
to the Minnesota Highways De- 
partment position he held before 
the war. 


S&S Names McCahill 


William McCahill, formerly with 
Abbott Kimball Company, Los 
Angeles, has been placed in 
charge of the new San Francisco 
office of Street & Smith Publica- 
tions, located at 275 Post St. 


MM 


in the basic sources 


OF MARKET INFORMATION 


% Advertising Age's 
CONSUMER MARKET DATA BOOK 


Joins Simon & Smith 

Arch Doria, formerly with Mc- 
Graw-Hill International Publish- 
ing Company, New York, has been 
named an account executive of 
Simon & Smith Advertising 
Agency, Portland, Ore. 


Appoints Cory Snow 

Cory Snow, Inc., Boston, has 
been appointed to direct the ad- 
vertising of Wilson Industries, 
Inc., Cambridge. Direct mail and 
business papers will be used. 


Stearns Buys Plant 


With the intention of moving its 
main plant from Michigan to 
Pennsylvania, Frederick Stearns 
Company, Detroit drug manufac- 
turer, has acquired for $1,000,000 
the manufacturing plant of Burry 
Biscuit Corporation, located in 
Myerstown. 


Marshall Appoints Bach 


Mal Marshall, Miami, creator of 
the Cubaverra shirt-jacket and 
manufacturer of men’s and wom- 


en’s sportswear and beachwear, 
has appointed Henry Bach Associ- 
ates, New York, to handle adver- 
tising and public relations. 


Buys Pennsylvania Plant 


The Minnesota Mining & Mfg. 
Company, St. Paul, maker of 
Scotch tape, adhesives and abra- 
sives, has purchased the Kaiser 
Fleetwings aircraft plant in Bris- 
tol, Pa. The company will buy 
250 acres of adjacent privately 
owned land for expansion. The 
new factory is expected to be in 
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at least partial operation by sum- 
mer. The company plans an im- 
mediate expenditure of . about 
$650,000 on conversion and im- 
provements of the plant. 


The HOSIERY Industry 


RETAILERS * JOBBERS * MANUFACTURERS 
There is only one publication 
covering this industry exclusively 


KNIT GOODS WEEKLY 


ONE MADISON AVE. * NEW YORK 10, N.Y. 


These are facts: 


management. 


% Industrial Marketing's 
INDUSTRIAL MARKET DATA BOOK 


5. 93.6% take PM home with them—and 
| this is a morning paper. 


Send for a copy of the PM survey today. 


1. 60% of PMreaders have attended col- 
lege and the balance have had more 
education than the national average. 

2. More than 4 out of 5 are young — 
between the ages of 20 and 45. 

3. There are 2 or more earners in 64% 
of PM's families. 

4. 74% are in positions of authority and 
responsibility — half of these being in 
the professions, business ownership or 
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Pardble Does It 


To the Editor: Have you seen 
this? I hadn’t until it appeared 
in a college paper from near my 
small home town... 

There was a man who lived by 
the side of the road and sold hot 
dogs. 

He was hard of hearing, so he 
had no radio. 

He had trouble with his eyes, 
so he read no newspapers. 

But he sold good hot dogs. 

He put signs up on the highway 
telling how good they were. 

He stood by the side of the road 
and cried: “Buy a hot dog, Mis- 
ter.” 

People bought. 

He increased his meat and bun 


orders. He bought a bigger stove 


to take care of his trade. 


This Gupurtendah isa render" s run: Letters are “ulnorne. 


from college to help him out. 

But then something happened. 

His son said: “Father, haven’t 
you been listening to the radio? 
There’s a big depression coming 
on. The European situation is 
terrible. The domestic situation 
is worse.” 

That made his father think: 
“Well, my son’s been to college, 
he reads the papers, and he listens 
to the radio, and he ought to 
know.” 

So the father cut down on his 
meat and bun orders, took down 
his advertising signs, and no 


longer bothered to stand out by 
ithe highway to sell his good hot 
| dogs. Sales fell fast, almost over- 
| night. 

| “You’re right, son,” the father 
|said to the boy. “We certainly 


He finally got his son home are in the middle of a great de- 


pression. 
business.” 


There just isn’t any 
C. RALPH BENNETT, 

Creative Consultant to Agen- 

cies and Publishers, New 

York. 

. = ¥ 
Community Event 

To the Editor: Here’s photo- 
graphic ammunition on an out- 
door advertising story—with a 
new, timely twist. 

It is a good instance of getting 
an added dimension into advertis- 
ing by using what I call intrinsic 
sensation: coupling a commercial 
product (like Santa Fe cigars) 
with a legitimate event of wide, 
community interest. 

In this case the Wilshire Center 
—an association made up of mer- 
chants and business men along 
that important sector—asked if we 
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would cooperate on a “singing” 
deal. That is, they would agree 
to supply music and choirs from 
various churches in that area to 
sing Christmas carols each night 
for about 10 days prior to Christ- 
mas. 

Naturally, I keyed the actual 
billboard design to the perfectly 
obvious motif shown—keeping it 
quaint and old-fashioned so as not 
to conflict with the vestments of 
any particular choir. 

It might interest you to know 
that the Santa Fe cigar account 
has been under my direction for 
17 consecutive years; and that it 
has always been characterized by 
outdoor advertising done with 
dignity and showmanship. 

This particular board is located 
at Wilshire Blvd. and Westmore- 
‘land directly opposite Bullocks- 
| Wilshire, and is flanked by an 
ample lawn in front and shrub- 
bery at the right—said area being 
now occupied by the Christmas 
tree, choir stand, etc. 

H. A. STEBBINS, 
Executive Vice-President, 
Honig-Cooper Company, Los 
Angeles. 

a. 


Worthy to Be Credo, 
Reader Calls Editorial 


To the Editor: Your recent and 
‘well pointed editorial, “The Need 
|to Believe,” is a most timely re- 
‘minder to all of us who are di- 
rectly or indirectly connected with 
the advertising business. 

For years I have asked people 
calling upon me to sell me some 
|kind of advertising service—agen- 
‘cies, printers or engravers— 
whether they advertised. In many 
| instances, I got some kind of lame 
/excuse. Yet here they were, try- 
ing to get me to spend money on 
‘something they did not utilize as 
'a business instrument themselves. 
/One would think that these people 
/ would be among the most active 


users of advertising as a means of | 


,selling their services or products. 

I feel the same way as you do 
about the advertising business in 
spite of the black sheep in the 
fold. Show me any business or 
profession that does not have its 
share of off-color members. Be- 
cause there are doctors who per- 
form illegal operations, it does 
/not mean that we have to con- 
demn the whole profession. 

I also believe, and feel, that 
everyone connected with the ad- 
|vertising business should set an 
example as a consistent user of 
advertising in order that the lay- 
‘man may see that we practice 
| what we preach. For over 25 
years I have made every effort to 
follow such a path. I have con- 
|demned those who abuse it and 
praised those who have used it 
| wisely. Incidentally, I have just 
,entered the advertising agency 
field and my first thought was to 
use advertising as the most prac- 
tical way of spreading the word 
around. Note the enclosed direct 
mail broadside. As I go along I 
shall use the other types of 
media. 

Your editorial would make a 
fine credo. It could be to sincere 
advertising practitioners what the 
Hippocratic oath is to the medical 
profession. A _ suitable enlarge- 
ment of it should be found in 
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CAROLER'S CORNER—Santa Fe cigars’ corner, Wilshire Blvd. and Westmore. 
land, Los Angeles, was a center of interest at Christmas time, with choirs from 
various churches singing Christmas carols each night. 


every place producing or utilizing 
advertising. Should you make a 
suitable enlargement, I feel cer- 
tain that a great many, including 
myself, would gladly purchase 
them. 
Louis E. HIRSCHHORN, 
Louis E. Hirschhorn Com- 
pany, Advertising, New York. 
ee 


Raises Some Points 
in Agency-PR Debates 

To the Editor: I want to con- 
gratulate John Crichton and Ap- 
VERTISING AGE for the noteworthy 
piece in the Dec. 15 issue, discus- 
sing the agency attitude toward 
public relations. His factual re- 
port, plus the candid statements 
from the various companies, is a 
help to all of us in stimulating 
worth while discussion of a basic 
issue. 

But I should like to take the 
privilege of your columns to chal- 
lenge several points. First, one 
of the agencies was quoted through 


\its public relations director as op- 
‘erating its publicity department 
|on a “non-profit basis and simply 
\for client service.” Countering 
‘that, may I submit this premise: 
either publicity service as sup- 
plied by an advertising agency, 
should be FREE (which I strongly 
oppose) or it should be charged at 
the full professional current figure, 
which as you note may vary be- 
tween $20,000 for advertising 
agencies and $35,000 upward for 
public relations agencies. 

It is an old honored axiom that 
nobody respects anything they get 
for nothing; that is equally ap- 
plicable in this case. The trouble 
with public relations departments 
in advertising agencies today is 
that they are laboring under an 
inferiority complex. They are re- 
garded at best as a necessary evil 
|—subordinated and discouraged. 
The statement by Mr. Sigerson of 
|J. M. Mathes, Inc., which you 
quote, is a splendid exception. The 
decisive position taken by that 
agency to promote public rela- 
tions as a profit-yielding depart- 
ment is constructive, and I hope 
indicative of the basic trend. 

Let’s get the thing straight. Ob- 
viously an agency does not have 
|to have a publicity department to 
"assure its advertising success, and 
by the same token, public rela- 
tions gets along quite nicely whe! 
operated independently of adver- 
| tising. 

However, it is important to not« 
that public relations, in its broad- 
est significance, now has top man- 
agement status; it sits on the boar: 
and in the president’s chair. VP: 
in charge of public relations ar« 
policy executives in many com- 
panies. Thus they may contro 
both advertising and _ publicity 
May it not be that the agenc) 
without a public relations depart- 
ment is lacking a link with its 
client’s top management which ca! 
be valuable in servicing that ac- 
count on advertising? 

Further, “public relations in the 
final sense is selling—just as ad- 
vertising. Publicity sells through 
its news service just as advertis- 
ing sells through bought space. 
They are not competitive func- 
tions; on the contrary, for the 
most successful job they should 
operate on a closely coordinated 
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pasis. This can be done, without 
yielding the individuality or pre- 
rogalives of either. The integrity 
of the publicity service and its 
editorial relationship must be 
strictly maintained, if the public 
relations department is to hold the 
confidence of the press. In my 
pook, an advertisement is nothing 
more or less than a piece ef news 
_commercial news. Often it is 
news which has direct editorial 
significance, in which case it mer- 
its the preparation of a press re- 
ease for the editor. 

The sales campaign should 
function jointly through advertis- 
ing and publicity; each should 
know exactly what the other is 
doing and their thinking should 
be sufficiently parallel so that the 
two forees working in different 
patterns and each strictly indi- 
vidual, should jointly support the 
basic aims of the sales campaign. 
That is seldom the case today. 
Even in agencies which have ag- 
gressive and successful publicity 
departments, the publicity pro- 
gram often runs off in directions 
unrelated to the keynote of the 
sales effort. 

In the publishing field the edi-, 
torial department is totally sep-| 
arated from the advertising de-| 
partment, while both work to! 
make the publication successful. | 
In the advertising agency the! 
same division and concept should | 
be maintained between these de-| 
partments to effect the same joint | 
purpose—a successful company. | 

Let’s have more explorations of | 
the kind put forth by Mr. Crich- 
ton—they are valuable. 

JOHN BLACK, 

Director of Publicity, Walter 

Weir, Inc., New York. 


oe, oe 
First-Issue Collector 
Finds Fellow-Hobbyist 

To the Editor: A short time ago | 
I received an_ interesting letter | 
from Linwood B. Law, secretary | 
of the Buffalo Chamber of Com-| 
merce, Buffalo 2, N. Y., identify- | 
ing himself as a first-issue-collec- 
tor of magazines. His collection, 
however, so dwarfs mine that I) 
am almost ashamed to admit my 
presence in the field. He has 1,500 
pieces—one dating back to 1734 
and about 100 dating before 1900. 
That is a collection! 

I thought you might be inter- 
ested in knowing that your article 
has uncovered one fellow-hobby- 
ist. That fact may prove that such 
collectors do not prevail among 
advertising men. 

C. J. SHOWER, 

Vice - President, Charles M. 

Gray & Associates, Detroit. 
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Henry Morgan Defense 
Club Adds a Member 

To the Editor: I was glad to see 
someone come to the defense of 
my pal Henry Morgan, but I am 
sorry it was the Rev. William M. | 
Hunter. (Voice of the Advertiser, | 
Jan. 5.) 

However, rather than permit) 
Henry to be damned by a critic | 
who claims the ratings are at fault | 
(on account of he has never been | 
sampled by Herr Hooper), I 
would like to organize a defense 
ouil! on another platform. Viz: 
Henry was not sabotaged by Mr. 
Hooper whether his sponsors 
thought so or not. He was a vic- 
um of poor time, tough competi- 
lon and seasonalitis. If you were 
‘0 put any of the above-average 
‘ating programs on the same net- 
at 10:30 EST Wednesday 
*vening opposite Jimmie Durante 
nN a certain other network, the 
£0i11g would be pretty tough. As 

latter of fact, I am surprised 
‘oh.eone hasn’t pointed out that 
Win the exception of the inevi- 
‘alle Bing, all of the other pro- 
sms on the same network 
48 inst similarly strong Wednes- 
la evening competition did less 
wel than Henry. According to 
‘h latest Hooper, that is. 
1 fact, in glancing through my 


Work 


little green-edged pamphiet look- 
ing for other programs on Henry’s 
network faced with similar tough 
competition, I find few who did as 
well as my much maligned favor- 
ite—and all these others are 
broadcast at more favorable time 
periods. Any way, what’s wrong 
with a 9.4? More to the point, 
look at his share of audience. 
Many other shows are considered 
successful if they can recruit one- 
third of the listening audience. 
Morgan’s program rating has 


j}any show to catch on. 


been consistently on the rise and 
by February I think he would 
have exceeded the average for all 
evening shows. It takes time for 
If I re- 
member correctly, during Fibber 
McGee and Molly’s early years on 
the air, they were bumping along 
with a cellar rating. 

If any sponsor would like to see 
Morgan really sky-rocket, let them 
buy the half-hour between Benny 
and McCarthy (just try it!), or 
the one between Milton Berle and 


Amos ’n’ Andy. In these spots 
it would only be a couple of years 
before Morgan would be pushing 
a 20 Hooper whether he kidded 
advertising or not. (Note to H. 
Von M.: If this works, I want my 
commission! ). 
GorpDON BUCK, 
Foote, Cone & Belding, Chi- 
cago. 


: a a 
Does Some Wondering 
To the Editor: After reading 
Rev. William M. Hunter’s letter 
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on Morgan I wonder what he 
would think of Morgan’s program 
if Morgan kidded religion or if he 
ridiculed Rev. Mr. Hunter’s 
church. Would he write as he did 
—‘Any group which cannot toler- 
ate being kidded usually has such 
a guilty conscience or is so insin- 
cere or so lacking in self-confi- 
dence that it must fight back 
against those who good-naturedly 
rib it.” I wonder? 
HENRY GERLING, 
Harlingen, Tex. 


Your advertising gets more readers per thousand 


circulation in POPULAR MECHANICS because our 


readers—having the PM. Mind—read ads deliberately. 


TO SELL ANYTHING MEN BUY... 


Reach the 


S Mind 


* 


shampoo... 


tires... 


razors to raincoats.. 


%& Thot means ANYTHING from shoes to 


. ties to 


. watches, cars, radios, golf balls, pipe 


tobacco, cameras, shotguns, fishing rods, 


railway vacafion trips —a list without end. 


More than ONE MILLION circulation 


... more than 3.7 MILLION readers 
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SPEAR EAD 
Don't Be Satisfied with ; a 
Ordinary Results 


Employ our counsel and 
services to insure results 


Our large creative staff is ready to 
put their efforts to work for you... to 
design exhibits to be travelled or for 
stationary use. When designed by 
Stensgaard, your display has the pull- 
appeal that commands attention— 
creates a dramatic showing for the 
product or service. 


FRE b § Just off the press... 

® lorge 8 poge bro- 
chure with 110 photographs and 
complete information about our 
Exhibit Service. Write for it today 
on your company letterhead. 


WEEKLY 


Traveling 
Art Show 


EXHIBITS 


INDUSTRIAL © MARKET 
MUSEUM ¢ CONVENTION 


AMERICA’S LARGEST ORGANIZATION SPECIALIZING IN MERCHANDISE PRESENTATION 


W. L. STENSGAARD & ASSOCIATES, INC. 


ky. aN. JUSTINE STREET « CHICAGO 7, ILL. 


Haeger Ups Nielsen; 
Maps New Campaign 

Edward P. Nielsen has been 
named sales manager of Haeger 
Potteries, Inc., and Royal Haeger 
Lamp Company, Dundee, Ill. He 
also will continue to direct the ad- 
vertising and sales promotion of 
both companies. 

Haeger will launch a full color 
consumer magazine campaign next 
month in Bride’s Magazine, Guide 
jor the Bride, House Beautiful, 
and Today’s Woman. Additional 
advertising will appear in Better 
Homes & Gardens and Successful 
Farming. 


Apex Names Vladimir 


Apex Specialties Company, New 
York, has appointed Irwin Vladi- 
mir & Co., New York, to handle 
export advertising for Glare Bar 
sunglasses. 


Gamble Joins Cheney 


David Gamble, former presi- 
dent of Gamble-Desmond Com- 
pany, New Haven, Conn., depart- 
ment store, has been appointed 
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... but 
PAPER 


will also keep a 
roof over your 
head! 

for... 
STEADY EMPLOYMENT! 


GOOD WORKING 
CONDITIONS! 


JOB TRAINING WHILE 
EARNING! 


ALL TYPES OF WORK! 
See Our Employment Manager Now 


CENTRAL PAPER COMPANY IS 4 4 SREGON ENDL STRY 
OPERATED «YEARS WITHOT T SEASONAL SHLT BOW N 
WE OFFER YOU PROVES SECURITY 


CENTRAL PAPER COMPANY 


Pd INCORPORATED 


‘ "The Plant Where Permanent Yeor ‘Round 
ane 


Employment Prevails” 


a 


CENTRALINE 
PRODUCTS are 
NATIONWIDE 


THIS PAPER 
RESISTS MOISTURE 


CENTRALINE 
ENGINEERED 
PAPERS! 


Central Paper Company 


mo; 


A GOOD PLACE TO Wor 


becouse 


TEA 
if 


AL 


Employment Is Steady! 
No Leyofts for Medel Chenge; 
No Layoffs for Inventory 
Downs’ 


‘ 


JOBS ARE GOOD: 


ing. We use all types of shilly—corperters, elec 
tricians. millwrights, pepe fitters. machine operators, ete. We tran 
you while you work end pay you good wages for learning 


SEE OUR EMPLOYMENT MANAGER NOW 


CENTRAL PAPER COMPANY 


gry INCORPORATED 


“The Plant Where Permanent Year Round 
Employment Prevails” 


PAYS OFF—Central Paper Co., Muskegon, Mich., reprinted its Business Week 
ads in a newspaper series that helped it build employment in its local plant. 
Here are two of the local appeals. 


general sales manager of Cheney 
Brothers, New York, fabric manu- 
facturer. Mr. Gamble remains 
chairman of the board of Gamble- 
Desmond. 


JOBBER 


Hundreds of thousands of carloads 
of an infinite variety of building ma- 
terials are on the road to wholesalers 
and jobbers, whose executives and 
salesmen read American Builder. 


American But 


Rate 
LOTION 


DEALER 


Out from the jobbers’ warehouses go 
building materials to fill dealers’ 
orders. American Builder reaches the 
dealers who handle more than 85% 


lder’s 
().00 


of the building material volume. 


BUILDER | 


American Builder is the standby 
with builders of light construction— 
the largest and strongest list of vol- 
ume buyers reached by any magazine 
in the building field. 


the largest and strongest 
group in the light construction 
industry, covering 

every vital point-of-sale. 


t FACILITATE the movement of a building product 


€ 
Subscribers through the established channels of distribution 


and to assure its application or use on a construction 


job, requires the approval of the primary factors who 


control buying at three strategic points — the whole- 


saler’s warehouse, the retailer's yard, and the point of ap- 


plication at the construction site .. . Obviously, all three 


factors must agree that the product is salable; that its 


A SIMMONS-BOARDMAN PUBLICATIO 


T., CHICAGO 3, ILL. - 30 CHURCH ST., NEW YORK 7, N. 


ufacturers’ plants to final application or sale. 


performance is up to accepted standards. Any disagree- 
ment by any factor may mean “no sale” for the product 
.. . With strategic distribution of its circulation covering the 
primary factors — wholesalers, retailers, and builders — 
American Builder exerts a powerful influence over the en- 


tire range of movement of building products from the man- 


N : ; 
? 
Bie: 
. 


Use of Ads Used 
As Argument in 
Help Wanted Ad 


Muskecon, Micu.— The theme 
developed by the Advertising Fed- 
eration of America for an adver- 
tising campaign to sell the value 
of advertising to the public, “Ad- 
vertising will make your job more 
secure,” was successfully em- 
ployed in a recent drive for new 
workers by the Central Paper 
Company. 

This producer of engineered pa- 
per specialties for industrial use 
featured its Business Week ads in 
display copy in the Muskegon 
Chronicle as the basis for its state- 
ment that it has operated for 48 
years without a _ seasonal shut- 
down. Thus it was able to offer 
job security and steady employ- 
ment. One of the ads tied in the 
national advertising with the 
story, “Centraline products are 
nationwide,” and added, ‘“Employ- 
ment is steady! No layoffs fur 
model changes! No layoffs for in- 
ventory shut-downs!” 

After the ads had run for a few 
weeks, the personnel department 
advised G. H. Mullen, advertising 
manager, that enough additional 
workers had been obtained to 
meet their requirements. But it 
has been established that the com- 
pany has a promotion idea for ob- 
taining workers that clicks. 


‘ ° . . 
Chemical Engineering’ 
Ad Figures Incomplete 

Through error, 11-month figures 
for 1947 ad volume of Chemical 
Engineering, New York, were 
compared with 12-month figures 
for 1946 in the business paper 
tabulation printed in the Jan. 12 
issue of ADVERTISING AGE. 

The correct total of advertising 
volume carried by Chemical En- 
gineering during 1947 was 3,408 
ron For 1946 the figure was 


Yardis Appoints Katz 
Benj. Katz, formerly copy chief 
and account executive of Julian G. 
Pollock Company, Philadelphia, 
has been appointed an account 
executive of Yardis Advertising 
Company, Philadelphia. 


Moss Joins KMBC 

E. W. Moss, formerly in the ad- 
vertising department of Butler 
Mfg. Company, has joined Station 
KMBC, Kansas City, Mo., to assist 
Tom Rucker, director of advertis- 
ing and promotion. 


Names McCann-Erickson 


Electric & Musical Industri¢ 
Ltd., London, has appointed th 
London office of McCann-Erick- 
son to handle advertising of Co- 


lumbia, Parlophone and Rega 
records. 
Joins Gotsch & De Ville 


Bess Lucille Barnes, formerly 
with Evans Associates, Chicago, 
has joined Gotsch & De Ville Ad- 
vertising, Chicago, as copywriter. 


reed 
Adme 
Told b 


CORONAI 
are aS Ml 
of the pI 
politicians 
Cormick, 
Tribune, ° 
ference of 
ation of tl 
Coronado 

Warnin, 
attempts 
Colonel 
that adve 
as news. 
apologize 
gates. He 
it back i 
accuse yc 
denounce 
subdue y 

Turnin, 
paper sti 
lisher dec 
a shutdo' 
life of a 

‘A 

“Stores 
what the; 
“Persons 
them thre 
were a 
newspaper 
calamity. 

An all- 
recorded 
conferens 
to Charl 
director. 
Club of 
club. 

The Sp 
advertisi 
AAW me 
of new 
formed | 
Cal., rep 
tions WwW 
members 
conventi 

A cor 
formed | 
and alr 
plans fo: 


1 


Amon, 
tivities 
session 
AAW’s 1 
out an il 
for the 
of AAW 
cial rep 
tising C 
states. 

The V 
Beach, (¢ 
mitted 1 
appointr 
annual . 

The | 
announc 
annual 
ing $500 
petition 
advertis 
fields.” 
betition 
June co 

A co 
Murphy 
preside 
the cor 
history 
AAW 0 
soon be 
distribu 


Dyar 

talpr 
promoti 
‘nt o 
Spokan 


De en nN 
as heac 
search 


rh ae + errs. te i rae oe ee ee en, ee ee ee Ste ee Re. Re ge ef Set oe ea wR. 
roe’. Pit nS de | Yo” a eee ee a ee eee «oe We itn Bi a Br we AS ae tgs hh cll we eee a, te 5 girs Behe Ret ;| aa Bee kr EES ee ee a ee ee irate reed 8S = ks eg 
ROA tT Ga) tai, iciahiae deck an baehtcoon + ERI: a aeiebeibine $5), 7 o eS monaiae eee Ea ba a ag eh Sart 2 3 eae. Bk eae ‘: a Nef te es. og 2 re ae eee sect eee faneaboeees am i ae ay, 
I oe a aks so ea eka we pies eit gi eR es Se ae a | 
Ce ey ei cee a iio ss aaa nS 8 i a ae 
PSS ee a Oe, ORR Ee ee er Me ee i ees Ore en oe ee 
See ices Weak coat aif Eh gene Te er ee tere 22 i ee a sry ihe ag lis, mae R ae pes an 3 ie a FN Ae eke eer ee oT ae je P ag a 3 se ca + ae he Eero aie nity me Sit ae b 2) ens Br Be tie a 2 
e | i AG ee We So eae 
: 4 4 * 
‘. | 
. ”) y 
| pA \ y ad ‘ 
i a fe ‘ 7, 
PAPER keeps a | = 7 Po 
snow on the roof is 
} * ’ actos pucbion 8 
Pope tn Mane orton mromeety Rew . to! fee ee 
| pepe a 
7” Sete ame soos 
Te wey t= ree to sae = 
mi bie ee ’ fey FEL. |, Se 
. one ~_ . Sen cote toe me a noone 
wr * ‘e - 
4 ee So . 
:.. | ee fl CENTRAL PAPER COMPANY om 
BS ae ee Aa te 
; 3 Tae BATH OF 4 AtaoNT §: loo leafion tae ax ar of © were off ode approring in 
; Gone bee Migaee 
| : ‘ i pee Po 
ot | a 
“i re Ps =R AMERICAN | | 
ee ea rs a 
- — =< pr aaa meal 
Ls 
. 6 | ee a 
‘ } Son 
— ——— 
‘ 
a | 
ee | 
s Oe 
} — sa | 
as sees ot 
7 ms 
ee ae a: Is 338s 
| ; q Aaas ; 
f Bae i 
ewe, RE SLES ES pe “bl -ae 
——————_—_———— 
Ee ge ee en ee et ee ee aia Rha eee eee ee ais Be ee ES GE ae Ee Ce uo eee eae oe oe ae EOE 
Ue ee ene eek ee PA og i ee 
pum Sg OR Oe eee a es Cs Se ee i me nS oe 
ee a . ees oe . p a “an z « a j & tna y oe NERS ae be ee 2 ee Can a a 
ee Baas, t ee F ee mee _sge ee - Se oe eae one . a “Sea ge 
0. ee — & —_——— > Se ‘ yr gs ae 
“ Mech Gi ss OS te aarti P| AR. eR i a ~ ——— ee — SASS <'\"0 SSS - 5 cee Bek. 
Ee te ‘ pas 3 ~~ " ee ae TT ~— - ee SONS wy nrg” FWY i oe 
peak ~ —— S—_ me S| AS Se a _ 
i % ee RG “ae Sat ||) } , o \\. Sk Bets a 
f $ « : 1) | | - | Soo \ S\N. eee ee 
ers: ae | | : || or SF s 
ie es 2 ~~ ; \ . 1 - ee — i ve Bec ee i 4 
: eae 44 a \ Iii= ale q . { a m, Be. Fe 
poche = L. ; at 7 ‘ \ a, yf) =. LW ; gh PEUVE o. = i. ‘ 
a lk . ! $33? == \ = = c nes 7e= — in 
Pe eo = = 0 f Bur. ‘ Sah = - Oem - i) fe 
ee oe od wy Phir ee A = Co a 3 xr as 
at CCG : AQ * a a ZN WW Os aes i 
cee ; > ate Oe GE eee “ = NS eo , ee 
oa Gin eae \ SS = 
ee eg ae 
ee Be kg 
| ae &S 
eax, « oe 
| ae 
ee eee aa 
ec RES a I A Sa ec RS Es, Ue en ce eer Tm em ern emu ne cic Ce Te A: See eee te) a Sar ee 
: le Woes ERs, as RS ooo ee oo oe en Oe ee ee ewe ee RR NER ORG OT Rae. 3 ene res oe ae 
° aa Se eee oe he es ee ese ee ae eS. eo ee te ee as : eS oa aos a 2 ? & ee ae 
. 
} 
i 
/ 
| 
} 
: 
| 
’ ‘ 
} 
| 
ee 
| ee 
i ; “yr a. > 
{- | 
; ' 
\w ‘ 
’ . . ms ” t 
WHR OS GRATES! 
i ea perth S 
Eh asad a. 0M 
Ta § ee vee a. said fe 
4 4 7 sts - = :  - a 
ZB —_¥ =" 
ZA. a - 
>= —_—— Pg. 
= — ~~ 
- -~.S _) = - 
” wer \ OG 
eRe 3 
= | oe <= . = 
= \weB ee 
e _ S 
> | Seen \\ ee 
-_ . \ Be ety — ‘ 
9 - — 
—4 ’ —— 
4 eV8 Jak , = | 
° St fal ; ee See 
‘ ’ 7 
a ‘\ - aah ner’ , 
uv Uz. we | 
. - yar? N 
- “ , iC { 
~ ——— a " 
- : we ‘ Ss Kane, V 
' — gas . ae eR FT | ne, 
\ ae — | write t 
’ + nin-Re 
; Phos gi ag 8 the de 
\ (ge) . we 2 — 
— -: 105 WEST ADAMS pS 
- 
{ . ‘ ‘ . Lis - : aah, oe bry ae Me See oe Se ae es 
p Sok), A teen gl gong ges ine 3 2 1 os we 8 * ’ fee 2 re ¥ 


a48 Advertising Age, January 26, 1948 45 
7] | : : |presidency of Technical Devices 
dom’ § for Invites Entries for Corporation, Roseland, N. J. He 
ree Graphic Arts Exhibit | will immediately expand produc- 
The Society of Typographic Arts | tion of Fodeco, the largest line «3 
nt inviting people to enter ex- | Technical Devices products. 
A men, 00, amples of graphic arts design | i canine anes 
which have been done in mn oe Resumes Pattern Book | 
| cago area, in the 2lst Annual Ex- . 
hibition ‘of Design in Chicago Kasco Mills, Inc., Waverly, N. Y., | 
0 y ( ormic Printing. Entries may be books, a 1 at Uaidese theme Starting 
booklets, announcements, station- tana of patterne whieh wan die | 
Coronapo, Cat. — Advertisers |ery, direct mail, complete adver-| (ontinued in 1943 because of war-| O. A. FELDON & ASSOCIATES 
are aS much entitled to freedom tisements, magazines and pack- time shortages. The publication | 
the press as are editors and|@8es. The exhibition will open in| i. (fereq without char e in com-| Publishers’ Representatives 
of March at the Art Institute of Chi-. 8 
politicians, Col. Robert R. Mc- cago, in Gallery 11 of the depart- | P@?Y advertising. | 
Cormick, publisher of the Chicago ment of prints and drawings. (nn | 
Tribune, told the midwinter con- Names Headley-Reed 
ference of the Advertising Associ- . . Station WKOW. Madi is. | 
ation of the West at the Hotel Del| Buys Technical Devices | ya< anovinted Hesdies Reed Come. et | 
Coronado here. John D. Cassidy has resigned as | pany as its national representative. 185 North Wabash Avenue Chicago 1, Ill. Dearborn 5273 
7 Warning against governmental) general manager of Universal|The 10,000-watt station, a Mutual 
attempts to restrict advertising,|Camera Corporation, New York, affiliate, started broadcasting Jan. | 
ek Colonel McCormick maintained|to purchase and take over the/19. 


nt, 


that advertising is as important, 5 
as news. “You have nothing to 
apologize for,” he told the dele-| 
gates. He advised them to “throw | 
it back in their teeth when they | 
accuse you of false practices, and 
denounce them when they try to 
subdue you.” 

Turning to the wave of news- | 
"me @ paper strikes, the Chicago pub- 


ed-@@ jisher declared that whenever such | 
er- @ a shutdown occurs, “the economic | 
a life of a community suffers.” 
oil ‘A Great Calamity’ | 
em- “Stores can’t inform the public 


1ew # what they have for sale,” he added. | 
iper “Persons seeking jobs can’t find | 
them through the want ads. If there 


pa- were a nationwide shutdown of 
use J newspapers, it would be a great 
s in calamity.’”* 

gon An all-time high registration was | 


ate- recorded at this year’s three-day | 
- 48 HM conference, Jan. 11-13, according | 
1ut- to Charles W. Collier, managing | 
ffer @ director. The Advertising and Sales | 
loy- | Club of San Diego acted as host | 
the club. 

the The Spokane and Portland junior | 
are [im advertising clubs were admitted to | 


loy- AAW membership. Representatives 
fur of new advertising clubs being) 
in- formed in Palo Alto and Visalia, | 


Cal., reported that these organiza- | 
few tions would apply for AAW) 
vent # membership at the annual AAW 
sing convention in Sacramento in June. 


nal A convention committee was 
to formed at the midwinter meeting | 
t it @ and already is busy completing 
om- fm Plans for the June event. 
ob- To Expand Budget 
Among the more important ac | 
, tivities taken up at the recent | 


° ° . | 
session was a special meeting of | 


AAW’s finance committee to work 


ares jut an increased budget to provide | 

ical for the many expanded activities | 

vere O°! AAW, including acting as off—<— 0 a —“( wt Ze #8 | aaa 
ures @j “lal representative of the Adver-_ Cuticura Spot Announcements are in there 

per tising Council in the 11 western | P wes 
“12 Ti states. selling ... day after day ... week after week... Cum rower 


The Vancouver, B. C., and Long 


, month after month. You can hear them regularl 
sing Beach, Cal., advertising clubs sub- & y 


“ mitted bids at the conference for | on leading stations in leading markets from coast 
was jg ‘DPOintment as host to the 1949 to coast building sales volume on Cuticura Soa 
—_ annual AAW convention. "6 aes P 
The Pacific Council of ANPA and Ointment. 
announced that it will sponsor an , 
| cane Anak ils. Atemeri faded. And you can be sure it pays because Potter 
_ ing $500 in cash to winners in com- Drug & Chemical Corporation has been using Spot 
Sa petition for producing the “best | . 
oo advertising in local and national Radio that way for more than 10 years. 
sing @ \¢lds.” Winners in the first com- Think what that kind of advertising adds 
™ petition will be announced at the li lly th ds of h f 
lene Stavvenition. up to... literally thousands of hours of broadcast- 
A committee headed by E. J. ing to millions of listeners. And every minute of it is 
Murphy, Los Angeles, former , ‘ . 
ai- Mf oresident of AAW, reported to selling time . . . on carefully selected stations .. . at 
~a ‘ne conference that a complete carefully selected times. 
me ustory of the accomplishments of 7 : any 
ti: AAW over the last 45 years will Then, think what that kind of advertising 
“ oe Capes and ready for adds up to én sales results. And see your John Blair 
on ——— man about Spot Radio today. 
ric Dyar Transferred 
th Ralph E. Dyar, in charge of the Cuticura advertising is handled by ee 
ick- § *!omotion and research depart- Atherton & Currier, Inc., New York Og, ae a 
Co- ment of the Spokesman-Review, ‘ _————— & COMPANY ag 
wd S;okane Daily Chronicle and Pa- git agi, 
“ic Northwest Farm Trio, Spo- Difices in Chicago © New York © Detroit © St. Lovis © Los Angeles © San ianines REPSECE TI) FADING RADIO STariOye~ 
scone, Wash., has been assigned to — OO 
Wiite the history of the Spokes- 
in-Review. V. H. Davey, with 
erly the department since 1937, has 
ago, S%¢en named to succeed Mr. Dyar 
Ad- a head of the promotion and re- 


ter. search department. 
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bt, a ™ m peake & Ohio, and Hudnut. ‘The 
a 37 ajor gencies Billed Billi f Leading A j ABC brought. les “har diesen 
. rou ess than $1,000,909 
: 1 Ings ° ea Ing gencies billing in 1947. However, K&&’s oe biget > 
. appointment for Lincoln-Mercury MBit 
$939,000,000 in 1947 1947 and 1946 Saeed Feo 

) i | Rounded, usually, to the nearest $1,000,000 1948. pal ea 

, (Continued from Page 1) Kellogg. The Bell System con- Copyright, 1948, by Advertising Publications, Inc. es pars Bess ego yay — , 
000,000. tinued to be an important factor. 1947 1946 tinued on the $20,000,000 level in [ppt Buick § 

The $939,000,000 total estimated |New accounts were G-E X-ray and |] Jy, waiter Thompson Company..... *$103,000,000  *$82,000,000 ||1947. With sugar restrictions [pexP2™ted. 
™. for the 37 agencies for 1947 com-|Daystrom. A straw in the wind|| young & Rubicam................ *65,000,000  *59,000,000 || lifted, D’Arcy expects greater poy net 
pares with $821,000,000 estimated |™ay have been its appointment by |] wn. w, Ayer & Son................ 64,000,000 53,000,000 || Coca-Cola billings in 1948. Gen. [ecto and 

__ for the same 37 for 1946. This in- a. a os rues a Batten, Barton, Durstine & Osborn 59,000,000 51,000,000 |\eral Tire, Anheuser-Busch ang gee TOY ™ 

: oo Ry about 15% was less Slee ta te ard 5 emer orn aS || Foote, Cone & Belding............ 52,000,000 40,000,000 || Glenmore Distillers, among others, Bil 

an the 19% gain reported for | Closed ts south “American Ollices, |1 MecCann-Erickson ................ 51,000,000 46,000,000 | |probably will increase the agency’s 
| this period in national advertis-|and less than $1,000,000 of its || Dancer-Fitzgerald-Sample ........ 36,000,000 31,000,000 || total this year. A new account is fg Buchan’ 
ing in magazines, newspapers, net- | $64,000,000 plus in 1947, was for-|] Ruthrauff & Ryan ............... 34,000,000 32,000,000 ||Lees Carpet, which may bil] je 2Ut.§ 
Seem fedio, spot radio, oubdoor | Sg. Grant Advertising, Inc. ........... 31,000,000 25,000,000 || $500,000. In four decades D'Arcy en’ Pie 
* and farm publications. National| Batten, Barton, Durstine &/! Benton & Bowles ................ *27,000,000 — *23,000,000 || has had only two years—1918 ang Mens 2 
advertising in these six media is|Osborn also pointed out that “we|| william Esty Company........... 27,000,000 18,000,000 ||1946—in which billings declinea, *® Water 
estimated to have risen from $1,-|don’t project fees” to represent|| Newell-Emmett 25,000,000 19,300,000 ||In both the reason was shortage jg’ list om 
018,000,000 in 1946 to $1,212,000,- | billings. BBDO’s billings climbed ee 25,000,000 25,000,000 of supplies for Coca-Cola ” Mont Tele 
000 in 1947. 17% to more than $59,000,000. Compton Advertising, Inc a ae 21,000,000 *+20,000,000 f late 1947 
Probably, medium-sized and/|Primarily this came from older Kenyon & Eckhardt F Prete 21,000,000 19.000.000 Foreign Business Up urtis cosn 
smaller agencies expanded more | accounts—the largest of which are D’Arcy Advertising Company shkey § 20,000,000 20,000,000 Erwin, Wasey & Co. is reported Jf" 1948 is 
rapidly, on the whole, than did |Du Pont, Saturday Evening Post- Erwin, Wasey & Co............... *19,000,000 *19,500,000 to have had smaller billings in Donahue 
oe Hotday, General Electric, De G0t0)] aganem, Bao. ....'...........5...:: 19,000,000 14,000,000 || 1947—from $19,500,000 to less mes’ increas 
° And probably, higher costs were Motor, United States Steel, and Fuller & Smith & Ross *18,000,000 *15.000.000 than $19,000,000—but the foreign in its first 
as much a factor as greater sales|Emerson Drug. Standard Oil of oer eh a ee ara 17,500,000 16,500,000 part of them probably rose to $15,000, 
potentials in the over-all dollar|Indiana began an_ institutional|| Gampbell-Ewald Company ....... *17,000,000 *14,000,000 || $3,000,000. Such accounts as Con- fins’ in 19 
erpenson of advertising. campaign through BBDO. Hormel|| xuaner Agency ................. *16,000,000 14,000,000 | |solidated Cigar, Barbasol and R. B, fies ‘nan 
Profits at About 1% expanded. Year-end additions|| Buchanan & Co. ................. 15,000,000 15,000,000 ||Semler were active. Carnation iCurchill, 
, were TWA, from Kudner Agency, || ponahue & Coe .................. 15,000,000 *15,000,000 | |Company and Texaco continued to HM ™2Y * 
Combined commissions of the |@nd Matson Line mainland adver- |] Yennen & Mitchell ............... 13,000,200 15,000,000 ||be major factors. A year-end feccounts. 
37 in 1947 were nearly $142,000,- | tising. Leo Burnett Company ........... 12,000,000 10,000,000 || casualty was the decision of Air Jeung x 
seal eo to arene costs, how- FC&B In Big Jump Geyer, Newell & Ganger,......... 12,000,000 10,000,000 || Transport Association to discon- fa geo 
» the combined net profits Duane Jones Company ........... 12,000,000 10,000,000 tinue its campaign. pect gg 
may not have exceeded 1% of the| In 1942, when Foote, Cone &|| jy . Mathes, Inc. ............... 11,000,000 11,000,000 After suffering reverses in 1946, Jeounts as 
$939,000,000—or $9,390,000. Belding was launched to replace Sherman & Marquette ........... 11,000,000 9,000,000 due to the loss of its Ford dealer ad- Scholl’s fo 
AA obtained the data for this|the 70-year-old Lord & Thomas, Al Paul Lefton Company.......... 10,500,000 10 500.000 vertising to J, Walter Thompson, Lennen 
fourth annual report on major FC&B billed $22,890,000. In 1947 Brooke, Smith, French & Dorrance 10,000,000 8.000.000 Maxon, Inc., moved forward rapid- Jopped fr 
agency billings primarily from the|the agency's billings had risen|| Gardner Advertising ............. *10,000,000 *8,000,000 ||1y in 1947 from $14,000,000 to '3,000,00¢ 
principals—and usually the presi- | nearly 150% to more than $52,- Grey Advertising Agency ....... 10,000,000 9,500,000 $19,000,000. Hotpoint appliances fs, in lat 
dents—of the agencies involved. | 900,000. Additional billings on|] Abbott Kimball Company......... 10,000,000 10,000,000 || launched a $3,000,000 program. Woodbury 
For six of the 37 AA has had to | Lucky Strike-Pall Mall (obtained Needham, Louis & Brorby........ 10,000,000 10,000,000 Heinz boosted its efforts by several Jeency, Ri 
make its own estimates. But even |from Ruthrauff & Ryan in late Roche, Williams & Cleary......... 10,000,000 10,000,000 million, and Gillette launched j'*: Orr 
several of these received some help | 1946) boosted FC&B’s American ae ee one ne, a special $1,000,000 campaign for fj" ‘his $4 

| me agency principals. ee account by $5,500,000 to *Estimated. a new one-piece razor and dis- [gs but di 

0 agencies which did not co- | about $11,500,000. Other major ; , , ‘ nser. General Electric began to HS 0” 

operate at all were Erwin, Wasey | accounts included Armour, Pepso- *+ Compton 1946 estimate revised from $22,000,000 in obtaining ose — F ey hee an in year’s enc 

/ and Young & Rubicam. Their|dent, Toni, Sunkist, and General actual figure for 1947. magazines; Magnavox was active, jp000 | 
figures, frankly, are guesses. Foods, which placed about $1,- Foreign and Canadian billings in 1947 include: J. Walter and Sun Maid Raisins began its account 

Details of O ti 000,000 in its first “active” year Thompson, estimated $20,000,000; Young & Rubicam, estimated largest postwar campaign. New Peet, frot 
petanen with this agency. Although in $2,000,000; Foote, Cone & Belding, $1,500,000; Ruthrauff & Ryan, || accounts included Brach Candy fj Gold 
J. Walter Thompson Company | late 1947 the veteran Cities Serv-|| $1,000,000; Grant, $10,000,000; D’Arcy, estimated $1,000,000; ||Company, operating at a $1,000,- jd Lehn 

_ has 18 foreign and nine domestic | ice account moved to Ellington & Erwin, Wasey, estimated $3,000,000, and McCann-Erickson, 000 rate, and French National Hide Wat 

| offices, and enough vice-presidents |Co., FC&B added American Bak- $7,000,000. Tourist Bureau. Maxon schedules f@4nged. 

_ (60) to staff a good-sized agency. | ers Association, General Motors’ for 1948 should result in a sub- f™ ‘tillers 
Its growth in 1947 was due) Delco appliances, Hat Institute, stantial increase over °47 billings. #/«™M pla 
primarily to the expansion of a|Swiss Watch Manufacturers. The | Candy, American - Marietta, ;was Colgate-Palmolive-Peet. (Vel| Fuller & Smith & Ross admitted Hf" ®°c°! 
dozen among 150 domestic ac- | lion’s share of FC&B billings in|Schulze & Burch biscuits, War |detergent and Coleo denture cream | to its best year, with billings esti- 

| counts, especially Ford, Lever |1947 was divided between the} Assets in the Chicago area, J. Wil-| went national. Vel beauty bar | mated to have risen from $15,000,- 

_ Brothers, and Swift & Co. For a|New York and Chicago offices. But | liam Horsey orange products, and | was introduced. Super Suds was | 000 to more than $18,000,000. The @, Leo Bi 

_ year JWT handled nearly all Ford the Pacific Coast contributed a/|the $1,000,000 Mutual Benefit of| active. Other “Colgate” agencies | 370 people in its New York, Cleve- ey $i 
advertising, except some network | Substantial part, and the foreign| Omaha account. Its biggest ac-|had similar expansions.)  Piel’s|land and Chicago office serve 122 fede oe 
radio placed through Kenyon & | business is growing. /counts are Lever, Dodge Motor,|beer, Baume Bengue, Pacquin’s | accounts of 104 clients—among the & hed > 
Eckhardt. Although the Lincoln-| MecCann-Erickson’s rise from | Electric Auto-Lite, American Air-|hand cream, Aer ‘A’ Sol insecti- | largest being Aluminum Company oa larges 

| Mercury account has just gone to | $46,000,000 to $51,000,000 in 1947 | lines, Quaker Oats and Brown-|cide were larger. and Westinghouse. F&S&R_ re- — Inst 

| K&E, JWT expects larger over-|Was aided by an increase from | Forman Distilling. About $1,000,- | Chesterfield, Pepsi U plies to the statement that it is m°°ver © 
| all Ford billings in 1948. New | $4,000,000 to $7,000,000 in foreign | 900 of R&R billings were in. re strictly an “industrial agency” by jg, C20" 

' accounts included Nashua textiles, | billings. An important new ac- | Canada. Newell-Emmett Company’s rise | showing that whereas it has 59 os Pills 

_ Kroy wool process, Rogers and | count was the over-all newspaper | from $19,300,000 to $25,000,000 | clients in the business and indus- fj,°» Fac 

_ Heirloom silverware. JWT re- | campaign by the nation’s railroads. | Huge Foreign Billings plus was due primarily to the | trial field, it also handles adver- §.'"8 

| signed its part of Reynolds Metals | Such standbys as National Biscuit, Grant Advertising, Imc., an- rapid advertising growth of Ches-|tising for 77 automotive and avia- Mided in 
and lost Northam Warren tojand Pillsbury Mills expanded.) nounced last September that it terfield cigaret and such older ac-|tion products, 95 building mate- ware 
Young & Rubicam. The agency | Part of John Hancock Life, lost to| then had 17 offices in nine coun- | counts as Pepsi-Cola. Beech-Nut,| rials and equipment products, 77 ee 

| said that “a negligible part” of|BBDO, was regained. Ray-O-Vac | tries, the newest being in Cal- | Sherwin-Williams and Texaco also | consumer goods products, 47 farm or artcolh 

j its business is in fees (multiplied | batteries were added, and Kaiser cutta and Hollywood, and that in were important. Newcomers in| equipment products, 17 financial fd-Samp 
by 7 to represent space or time | dishwasher. Columbia Records | 1947 it had added 85 accounts. | the N-E fold were the Coast Guard | and general products, and 75 home | Geyer, 
placements). launched a $2,000,000 campaign. Grant’s over-all volume rose from |and Smith, Barney & Co., invest-| furnishings. One 1947 newcomer panded 

Young & Rubicam enters its The Standard Oil companies, espe- | $25,000,000 in 1946 to $31,000,000 ments. was Licensed Beverage Industries. ),000— 
25th year with the prospect of | cially New Jersey and Indiana, in 1947, the foreign part of it ex-| While Chesterfield was expand- | Much of F&S&R’s work is on 4 mn 0 

| $80,000,000 billings. The year 1947,|contributed perhaps $12,000,000. | panding from $8,500,000 to $10,- ing Philip Morris was contracting, | fee basis. ion o 
however, started out badly with) On the minus side, McCann- 000,000. Domestic expansion came | and billings of Biow Company re-| Ted Bates, Inc., continued its mdb ngs-- 
the loss, to Foote, Cone & Beld- | Erickson lost Gruen Watch to chiefly from older accounts—two| mained last year on the $25,-| steady growth, from $16,500,000 to lw 
ing, of Liebmann Breweries ($2,- Grey, Stromberg-Carlson to Fed- of which, Cudahy Packing and | 000,000 level. With new pens and | $17,500,000, due to expansion of path 

' 000,000) and of Borden radio to | eral, and Scovill Grippers to Y&R.| Mars Candy, also are expected to | razors, Eversharp increased. | existing accounts, the largest 0! a 
K&E. Y&R, however, later re- e ‘ expand substantially in 1948. /Bulova and Biow’s part of Schen-| which is Colgate-Palmolive-Pee' Ka Vac 
placed Liebmann with Schlitz xpands Accounts Benton & Bowles moved from|ley were generally unchanged. | Other Bates accounts are Brown « 

Brewing, and acquired Bigelow- Dancer - Fitzgerald - Sample $23,000,000 to more than $27,000,- | Lady Esther’s new Lipcolor be- | Williamson Tobacco, Carter Proc- D 

Sanford Carpet, Scovill Grippers, | boosted its total from $31,000,000 |000 primarily on expansion of such | came a billings factor in the fall. | ucts, Continental Baking, Fleisc! = 
Chef Boy-Ar-Dee and Kaiser | to $36,314,000 mainly by expansion bellwethers as General Foods,| Compton Advertising, Inc., had| mann Distilling, Grocery Store nake 
Permanente Metals. Nearly all|of existing accounts—the largest Procter & Gamble (Ivory Snow, | first billing on Nestle’s Milk Prod- | Products, and Standard Brands. ¢ wate: Dee 
of the volume came from older|of which are General Mills, Ster- | Tide, Prell shampoo), and Best|ucts (from Leon Livingston ree 
accounts — notably $10,000,000 |ling Drug, Whitehall Pharmacal Foods. Pepperell was larger.| Agency) and, at year’s end, first Campbell-Ewald Up : ane, 
from still-expanding General |and Procter & Gamble. An im- | B&B’s “associations” NAM, | billing on P&G’s Drene shampoo The veteran Campbell-Ewald ngs, 
Foods. Y&R foreign business is | portant 1947 addition was part of American Railroads, Bituminous (from Kastor, Farrell, Chesley & |Company, aided primarily by th ina 
growing. Standard Brands, including Shef-| Coal, Can Manufacturers, and Clifford.) But its total in 1947| postwar comeback of Chevrole’ eB. 
Little Foreign for Ayer ford cheese, V-8 vegetable juice, Florida Citrus—were relatively |rose only moderately from $20,- | increased its billings from abo" le, 
and Saratoga pork and beans. unchanged from 1946. In late |000,000 to $21,000,000. P&G and | $14,000,000 to more than $17 a 

N. W. Ayer & Son—which em-| Ruthrauff & Ryan recovered 1947 Schenley’s Three Feathers|Socony-Vacuum Oil are Comp-| 000,000. Other factors in its D 7. 
phasizes that it does not “multiply from its 1946 losses and increased | whisky division came in from |ton’s biggest accounts. | troit expansion included activi' €1 the 
by seven” on public relations or | billings from $32,000,000 to more | Peck Advertising Agency. Gets Linesin-06 ‘by Stransteel division of Grea’ he p 
other fee business, had a 21% in- than $34,000,000 in 1947. The 1947 William Esty Company observed oe ee aeons Lakes Steel and the return < res s] 
crease in 1947. Plymouth Motor loss of Lever’s Lifebuoy soap to/|its 15th anniversary in 1947 by| Kenyon & Eckhardt’s additional | Burroughs Adding Machine to na ed, + 
expanded. The Army billings ex- Sullivan, Stauffer, Colwell & naming William Esty chairman of| volume on Ford and Borden did | tional advertising after a decade’ : n 19 
panded 12% but the $850,000 Na- Bayles may be met by the addi- the board and James Houlahan/not materially add to its total—| absence. Norge ran an intensiv' 000 
tional Guard account went to tion of the Lever cake mix and president . .. and by lifting its| from $19,000,000 in 1946 to less|20th anniversary campaign. Big- accol 
Gardner. Hills Bros. coffee re- Lipton spaghetti sauce. The new billings to $27,000,000. Although than $21,000,000 in 1947. Kellogg| gest factor in Campbell-Ewald 0: @* rbitt 
turned to advertising. Ayer got Lever Rinso “with Solium” was a Camel cigaret expanded somewhat, | continued to lead the K&E list, New York—which accounts fo! les. 
more billings from its part of billings factor. R&R added Chase a major factor in the 50% increase | followed by Borden, Ford, Chesa- | more than one-third of C-E’s total ee 
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was $4,000,000 from U. S. Rub- 


c= 12-year-old Kudner Agency, 
iter wartime ups and downs, 
ted its billings from $14,000,000 
) a record $16,000,000 plus. Gen- 
}ra] Motors dropped its institution- 
,] campaign in magazines, and at 
ears end TWA moved to BBDO, 
yt Buick and National Distillers 
xpanded. Goodyear’s “Greatest 
tory’ network program was a 
factor, and Kudner sold Texaco 
the Tony Martin network show. 


Billings Level Off 


Buchanan & Co. was unchanged 
yt about $15,000,000, with Para- 
mount Pictures and Texaco con- 
inuing as its largest accounts, and 
ide Water Associated Oil leading 
he list on the West Coast. Du- 
Mont Television expanded. In 
late 1947 Buchanan got Helene 
urtis cosmetics. A new account 
for 1948 is Keller motor car. 
Donahue & Coe, after an aver- 
age increase of $1,000,000 a year 
in its first 15 years, has leveled off 
at $15,000,000. Actually, its bill- 
ings in 1947 were about $200,000 
les than the year before. E. J. 
Churchill, president, reported that 
he may resign more unprofitable 
accounts. Although movies—in- 
cluding M-G-M, Loews, Inc., and 
Republic Pictures—are the largest 
ingle part of D&C’s total, such ac- 
cunts as Atlantic Brewing and 
Scholl’s foot products are active. | 
Lennen & £Mitchell’s total 
opped from $15,000,000 to about 
$13,000,000 chiefly because of the 
loss, in late 1946, of the Jergens- | 
Woodbury account to the new 
agency, Robert W. Orr & Associ- 
ates. Orr began radio advertising 
on this $4,000,000 account a year 
ago but did-not start space adver- 
tising on it until last May. At 
year’s end L&M added the $2,- 
00,000 Lustre-Creme shampoo 
acount of Colgate-Palmolive- 
Peet, from Hill Blackett & Co. 
Old Gold cigaret, Ruppert Beer 
and Lehn & Fink expanded but 
Tide Water Oil was largely un- 


to its billing in 1947, but not 
enough to change its listing up- 
ward from $11,000,000. Gains 
were Austin Motor of England and 
National Board of Fire Under- 
writers (from MacFarland, Ave- 
yard), and losses were Pan Ameri- 
can Coffee Bureau to Federal 
Agency and Burlington Mills to 
Hirshon - Garfield and Grey 
Agency. 

Sherman & Marquette observed 
its 10th anniversary by. moving 
from $9,000,000 to just below $11,- 
000,000. With Colgate-Palmolive- 
Peet (more than $5,000,000) han- 
dled from New York and S&M’s 
part of Sterling Drug recently 
moved there, the New York office 
now represents more than two- 
thirds of the total. The Chicago 
office added some new products, 


| and Quaker Oats variety pack of 10 
cereals has become active. Adver- 
tising for C-P-P’s Ajax cleanser, 
Halo shampoo and Cashmere Bou- 
quet soap currently is being ex- 
panded. 

Al Paul Lefton Company, which 
_ boosted billings from $7,500,000 in 
/1945 to $10,500,000 in 1946, held 
them at about $10,500,000 last 
year. Pennsylvania Railroad re- 
duced in 1947, after its record 
centennial campaign the year be- 
fore. Some new accounts, includ- 
ing Lily-Tulip Cup, made up for 
the loss. Publicker Industries, in- 
cluding Continental and Cobbs 
Distilling, and Penn RR continued 
|to be Lefton’s largest. 


Additions to List 


With the Detroit office gaining 
'20% and the New York office 13%, 


| 


Brooke, Smith, French & Dorrance 
rose to $10,000,000 plus in 1947, 
and expects $12,500,000 in 1948. 
Hudson Motor’s new model cam- 


paign was a major factor. New| 
accounts included Reo Motors and | 


the Morse chain division of Borg- 
Warner. . 

Gardner Advertising Company’s 
addition of the $850,000 National 
Guard account (from Ayer) 


helped to lift its billings to the | 


$10,000,000 mark. Gardner’s di- 
versified list of accounts includes 


Pet Milk, Ralston Purina, Mon-| 


santo Chemical, Frisco and 
Wabash railroads, and the New 
York Stock Exchange. 

Grey Advertising Agency ex- 
panded slightly from $9,500,000 to 
about $10,000,000. Schwayder 
Bros. luggage, etc. was added, from 


GE a Fei Mee: 
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Weiss & Geller; Gruen Watch, 


‘from McCann-Erickson, and part 


of Burlington Mills, from J. M. 


Mathes. Grey also acquired a di- 


Don't bolster your sales quota—Beat it! 
Use BSN where the cash customers are 
looking for you. 


changed. Calvert and Carstairs 
distillers were important factors. 
L&M plans to announce several 
new accounts soon. 


Added to List 


Leo Burnett Company moved 
‘rom $10,000,000 to $12,000,000. 
The principal reason was expan- 
son of existing accounts—among 
‘he largest of which are American 
Meat Institute, Council on Candy, 
Hoover Cleaners, Minnesota Val- 
ty Canning, Pure Oil, Deepfreeze 
aid Pillsbury. Substantial bill- 
ings, however, also came from 
Brewing Corporation of America, 
added in late 1946, and Englander 
attresses, acquired last year. 
Burnett lost Standard Brands’ 
Shefford cheese to Dancer-Fitzger- 
aid-Sample. 

Geyer, Newell & Ganger also 
expanded from $10,000,000 to $12,- 
,000—due to larger billings 
‘0m Nash-Kelvinator and the ad- 
ution of Lorillard’s new Em- 
‘Sssy cigaret, Sloane Blabon floor 
verings, and Johnson & John- 
“n's Chicopee-Lumite division. 
Aminus factor was the loss of Eu- 
tka Vacuum cleaner. 


Still Growing 


Duane Jones Company continues | 

make things easier for col- | 
“tors of agency billings figures. | 
‘larted “six years ago with three | 
“counts, 15 people, and $1,200,000 | 
dillings,’ Jones said in a six-col- | 

n newspaper ad on Jan. 13, the | 
seney now has “72 products, 165 
fople, and our billing is now at | 
‘ce annual rate of $14,000,000. . . | 
ver 66% of the increase ... has 
en the result of earned increases 
n he part -* ~~ clients.” Duane 
res specializes in grocery and 
‘ug products. Its actual increase 
‘On 1946 to 1947 was from $10,- 
1,000 to $12,000,000. Larg- 
St accounts are Manhattan Soap, 
“abbitt cleaners, and Mennen toi- | 
tries. 
J. M. Mathes, Inc. added slightly - 


says Florence McKinney, Woman’s Editor of Kansas 


lhe! 


= "You Meet the Finest People” 
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Farmer 


“In my contacts with home makers all over Kansas, | meet 


Thousands of such Kansas farm families now are realizing life- 


i a hundreds of people like Mr. and Mrs. George Mongold of Perry. 
ip 


A CAPPER 
PUBLICATION 


Home Office 
Topeka, Kan. 


Advertising 
ftices 
New York 
Chicago 
San Francisco 
Kansas City 


long dreams of comfortable farm living. 


“The Mongolds have completely mechanized their 400-acre 
farm. They are proud of their new home, their mechanical corn 
picker, electric kitchen, pressure water system, electric water heater, 
modern furniture —all with famous brand names, nationally 
advertised. Certainly it is significant that they have been readers 
of Kansas Farmer for more than 40 years. 


“The Mongolds are active in their Farm Bureau. Mrs. Mon- 
gold is a 4-H leader. It is only natural that they would look to 
a progressive, active farm publication to keep them abreast of 
things new in farming and farm living. 


“Certainly, any manufacturer will find this a responsive 
medium for prestige and sales impact in this primary farm 
market, a market typified by the Mongolds.”’ 
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vision of American Cyanamid. 
Some accounts contracted, how- 
ever, due to labor troubles. One 
Grey campaign, for R. H. Macy & 


OF DIAMONDS 


RIGHT IN YOUR OWN BACKYARD 


There's untold wealth at your elbow! 
15 million Negroes spend 10 billion 
dollars a year on every type product! 
Reach this big buying public through 
the Negro press. For information write 
interstate United Newspapers, | 545 
Fifth Avenue, N. Y., serving America's 
leading advertisers over a decade. 
NOTE: We now have facts compiled by the 

® Research Co. of America on brand 
preferences of Negroes from coast to coast. 
Write now for this free information. 


Kraft Foods and Swift & Co., 
which are not yet at the important 


papers. Largest of the agency’s 50 | 
|national accounts are parts of | 
| Mennen toiletries and Firestone 
rubber, and Gruen. 

Working chiefly on a fee basis, 
Abbott Kimball Company con- 
tinued to represent billings of 
about $10,000,000. In this country 
Kimball serves 125 accounts, 
mainly in the luxury, cosmetic and 
fashion fields, including about 30 
retail stores. In addition to five 
in the United States, the agency 
has offices in Canada, England and 
France. 


Volume Holds Steady 


Needham, Louis & Brorby’s 
volume continued at $10,000,000. 
Its 1947 additions included the 


reach $12,000,000 this year. 

Roche, Williams & Cleary 
showed virtually no change from 
its $10,000,000 figure in 1946. 
Studebaker, increasing 25%, prob- 
ably will help to lift the agency’s 
volume _ substantially in 1948. 
Rayve shampoo is expanding. 
Among other major accounts are 
Sun Oil, and divisions of Hudnut 
cosmetics and Lewis-Howe pro- 
prietaries. 

Among agencies which came 
within hailing distance of $10,- 
000,000 in 1947, and probably will 
go over it this year, was Federal 
Advertising Agency. In the last 


| billings stage. NL&B expects to | 


OHIO 


"ROUND ON THE 


ENDS 


AND H/GH IN THE MIDDLE...” 


e 


LAC 


Rich in natural resources and agriculture since colonial days, Ohio has always 


been one of the prime markets of the country. War-time and postwar activities 


have pushed it ahead even faster than the nation as a whole. Do you know how 


much more? How much 


higher than the national average are retail sales? Num- 


ber of wage earners? Value of manufactured products? 


Questions like these are easy to answer when you have a copy of Advertising 


Age's 1947 Consumer Market Data Book before you. And the ways to reach the 


people who make up this rich market are easy to determine too, when you study 


the factual reference data filed in the Ohio section by such media as these: 


Akron Beacon Journal, Akron 


General Outdoor Advertising Company, 


Akron 


Cleveland Shopping News, Cleveland 
Cincinnati Enquirer, Cincinnati 


Cincinnati Post, Cincinnati 


Radio Station WJW, Cleveland 
Columbus Dispatch, Columbus 


General Outdoor Advertising Company, 
Dayton 


General Outdoor Advertising Company, 
Youngstown 


Youngstown Vindicator, Youngstown 


Your 1948 edition, containing latest consumer market data available (and with 
many new features added) will reach you in May—in ample time to aid you in 


making merchandising plans for the fall of 1948 and throughout 1949. 


co 


Advertising Age’s 


NSUMER MARKET DATA BOOK 


100 EAST OHIO STREET, CHICAGO + 330 WEST 42nd STREET, NEW YORK 


Co., promoted the motion picture, | powder part of Pepsodent, Morton|12 months Federal added Lever 
“Miracle of 34th St.” in 80 news- | Salt, and several new products of Brothers’ new Breeze soap powder 


|}and Harriet Hubbard Ayer cos- 
|metics; Pan American Coffee 
Bureau, from Mathes; Stromberg- 
|Carlson, from McCann-Erickson, 
and several other accounts. 

With most major national adver- 
tisers expanding budgets (AA, 
'Dec. 22), the $10,000,000-and-up 
agency group may bill a billion in 
°48. 


Beverage Industry Ads 
Seek Public Good Will 


Licensed Beverage Industries, 
New York, has begun a series in 
hotel, wine and liquor business 
papers and the New York Journal 
of Commerce, signed by F. E. M. 
Whiting, president, to “tell you 
something about our activities” 
and to request suggestions for 
improving the public relations of 
these industries. LBI is still try- 
ing to work out a “message” on 
the grain situation for consumer 
media. 

The account is handled by Fuller 
& Smith & Ross, under John E. 
Wiley, chairman; Fred B. Dun- 
can, vice-president, and Stanley 
Schlenther, account executive. 
Lewis Lee, assistant to Admiral 
= handles advertising at 


Chevrolet to Sponsor 
Tele News on WABD 


Chevrolet division of General 
|Motors and Chevrolet dealers have 
|signed for two television shows 
over the DuMont video network. 
“Tele News,” 20 minutes of film 
/news prepared by International 
News Service, will be aired Tues- 
|days at 8 p.m., EST, over WABD, 
|New York. A time has not been 
‘set for telecast over WTTG 
| Washington. 

The second series of programs 
will be films of the Olympic win- 
ter games at St. Moritz, Switzer- 
land, produced by Graphic House, 
Inc. First broadcast is set for 
Jan. 31. Campbell-Ewald Com- 
pany is the agency. 


George Ball Retires 


George Alexander Ball, 85, has 
retired as president of the Ball 
|Brothers Glass Mfg. Company, 
Muncie, Ind. He will remain as 
chairman of the board. Edmund 


| 
Mr. Ball as president. 
| 
| ° 

Appointed Ad Counsel 

| Ford, Nichols & Todd, Boston, 
-has been named advertising coun- 


in-Fit shoes. 
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British Sott 


| 


Drink Makers 
Revive Brands 


Lonpon—Starting Feb. 1, Brij. 
ishers are likely to read agai: 
the competitive claims of go 
drink makers—after a six-yeg 
“no-label” era. 

Since 1942, as a wartime an 
postwar conservation measure 
non-alcoholic drinks, as wel] a 
gasoline and margarine, have bee, 
marketed without brand names. 

The anonymous sale of sof 
drinks was the result of a goy. 
ernment policy of concentration 
with all manufacturers pooling 
orders, and of careful zoning, wit) 
manufacturers being allocate 
close-to-factory sales areas in 0). 
der to save on transport. 


Competitive Copy to Resume 


While gasoline and margarin 
continue to be sold in this un. 
branded fashion, soft drinks wil) 
again be marketed under thei 


| own brand names starting Feb. |, 


vertising is expected shortly. 


tively little advertising space 


‘dustry, undertook 
| campaigns. Its 


fairly 
bottle 


‘nually, and is still continuing. 


| ° . 
| The association 


|surrection campaigns. 


Joins Wildrick & Miller 


| Carolyn Churchill, formerly as- 
| sistant to the president and direc- 
| tor of admissions of Western Col- 
| lege, has joined Wildrick & Miller 
New York, as director of research 


‘Bulletin’ Names Dison 


R. J. Dison, formerly local dis- 


play manager of the America 


F. Ball, a nephew, will succeed Odessa, Tex., has been appointed 
advertising manager of the Bulle- 


| tin, Brownwood, Tex. 


Hicks Adds Account 


River Raisin Paper Company, 
'sel for Charles A. Eaton Company, Monroe, Mich., has placed its ad- 
Brockton, maker of Etonic First- vertising with Livingstone Porter 


| Hicks, Detroit. 


— 


and a revival of competitive ad. 


During the no-label period, in. 
dividual advertisers used compara. 


Some employed a moderate amount 
of good will copy. However, the 
|Soft Drinks Industry Association 
|formed in 1943 to protect the in- 

large 
salvage 
| drive alone cost about $160,000 an- 


is expected t 
| continue its industry efforts at the 
?>/same time that individual manv- 
| facturers launch their brand-res- 


Just out 


This 

24 pg. book 
tells how 
National 
Advertisers 


LOCALIZE 


for selling 
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"@UALITY NEON 


Sargent: ent 


> 
3500 NEON AVENUE 
OR een oo é — 
REPRESENTATIVE AN ALL. PRINCIPA 
EPRESEWTATIVES IN AU PRINCIPAL 
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FREE! 
A BISNESS 


Read the exciting story of “big time” merchandising at 
point ofsale and how you can build maximum sales 
with Brand Identification Signs. 


AND FLUORESCENT SIGNS 
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Seneca Schedules 
Magazine Drive 
_ New Yorx—Seneca textile di-| 
» \vision of United Merchants & 
Brit. Manufacturers, Inc., will begin a 
Again new magazine campaign this 
Sofi spring for Roomaker fabrics. 
~year A fuil page in four colors is 
scheduled for the April and Sep- 
and tember House Beautiful and May 
‘sure! and October House & Garden. 
ll as Two-column, four-color ads are 
been scheduled for the April and Sep- 
1es, tember Good Housekeeping, and 
Soft half pages in four colors are 
goy- scheduled for the May and Oc- 
ation, tober Ladies’ Home Journal and 
Oling the April and September Ameri- 
with can Home. 
cate The campaign represents the 
n or largest advertising schedule in the 
division’s history, and will be 
me supported by a Seneca sales kit, 
i being sent to fabric and drapery 
un — 
> will ——— 
their 
eb. |, | 
e ad: 
i, in. : 


Ppara- 
space 
nount 
r, the 
ation 
le in- 

large 
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| buyers, showing them how to tie 


in with the national promotion. 
Robert B. Grady, Inc., is the 


| agency. 


St. Regis Appoints Two 


St. Regis Sales Corporation, 
subsidiary of St. Regis Paper 
Company, New York, has ap- 
pointed William Kops sales man+ 
ager of decorative Panelyte, and 
D. F. Sweet sales manager of in- 
dustrial Panelyte. 


Sales Execs Elect Karle 


John F. Karle, of Stecher- 
Traung Lithographing Corporation, 
has been elected president of the 
Sales Executives Club of Roches- 
ter, N. Y., succeeding Raymond F. 
Beaucaire, of Beaucaire, Inc. 


Names McCann-Erickson 


Poivrochinois, Paris tea and 
spice importer, has appointed Mc- 
Cann-Erickson, Paris, to handle its 
advertising. 
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Rolfs Names Riddell Brown Joins Carson 

Fae -A. Riddell has been ap- Cecil W. Brown has resigned as 
pointed sales manager of the hand-| general sales manager of Le Roi 
bag division of Rolfs, Inc., a divi- |Company, Milwaukee, to join Car- 
sion of Amity Leather Products | son Machine & Supply Company, 
Company, West Bend, Wis. His | Oklahoma City, in the same ca- 
headquarters, will be in New York. | pacity. 


The record each month 


of the finest perfume 


and cosmetic advertising 


ea Saag a er Sane ade to 2! oh! es ee a 


THE 


ilvage 
)0 an- 
wi tf MUSTN'T TOUCH—Jeannie Cambron 
‘HB of Cleveland Heights, shows why she | 
at the vas chosen to symbolize the industry | 
anu which opéned the Materials Handling | 
1-res-I§ Exposition at the Public Auditorium, | 
Cleveland. | 
or 


Form AFA Unit 


idwest Ad Clubs 


PeorIA, ILL.—Leah L. Anderson, | 
oote, Cone & Belding, Chicago, | 
as been elected governor of the 
ixth district of the Advertising 
ederation of America. Miss An- 
erson is president of the Women’s | 
Advertising Club of Chicago. 

An organizational meeting for 
he district, held here Jan. 12, was | 
ittended by officers of eight out of | 
0 midwestern advertising clubs. 
lon G. Borton, president and gen- | 
ral manager of AFA, reported 
hat 15 ad clubs have joined the 
ederation recently and 90 affiliates | 
ie expected by the time the AFA | 
iolds its convention in Cincinnati | 
une 13-16. | 
Also elected at the meeting were 
falter Sheron, Advertising Club | 
i St. Louis, 1st lieutenant gov- 
mor, and Russell C. Werner, | 
Peoria Advertising and Selling) 
lub, 2nd lieutenant governor. | 
lubs represented by the district 
roup are located in Chicago, Mil- 
Waukee, Racine and Madison, Wis., | 
Peoria and Springfield, Ill., and 
Bt. Louis. 


1 dis- 
rica! 
ointed 
Bulle- 


\pany, 
ts ad- 
Porter 


—--——" 


ets Camera Account | 


Kling Photo Supply Company, 
ew York, has named Waterston | 
ompany, New York, to direct the | 
dvertising of its Meridian 4x5 | 
recision camera. Magazines, trade 
ublications and direct mail will | 


ets Hosiery Account 


Allen Krohn Company, it 
boro, N. C., has been retained to 


| 
€ used. 


lirect the advertising of Real-| 


heer Hosiery Corporation, | 


re 
Shion magazines and business 
rs will be used. 


fo Shutran, Mahlin 


_fi Palace Corporation, Flint, Mich., 
wri’ Mulder of trailers and coaches, 
las named Shutran, Mahlin & 

ms Breen Advertising, Detroit, to 
+ a landle its advertising. The agency 
ror fcently moved to 1701 Industrial 


Bank building. Vernon Isbell has | 
us =oined the agency as art director. | 


nsboro, women’s hosiery. | 


Iowa.. 


. . . fertile farms and famous sons. . 


lowa Story 


sy WGN oF cnicaco 


. the Hawkeye State . . 


. state of the Wild Rose and Tall Corn 


. we'd love to cover ‘‘the Whole 


State of Ioway”’ but we’re right proud to blanket the eastern third . . . 
after all, the state is larger than Pennsylvania, New Jersey and Rhode 


Island combined . . . 
Chicago station. 


and we do a far better job in Iowa than any other 


Consider this: WGN covers 17 counties exceeding 50°% at nite and 16 


during the day . 
eastern Iowa ion the 50% 


Number of 


WGN 

Station A 
Station B 
Station C 


WGN 

Station A 
Station B 
Station C 


. here’s how the four Chicago network stations cover 


Radio Homes 


* Reached 
Nite 


103,760 
54,550 
7,820 


Day 


85,930 
51,440 
6,930 
3,990 


This coverage, we believe, offers a real “‘plus”’ to an advertiser interested 


in concentrated Middlewestern circulation. 


*Data based on Broadcast Measurement Bureau figures. 


A Clear Channel Station... 
Serving the Middle West 


MBS 


Chicago 1] 
Illinois 
50,000 Watts 


720 
On Your Dial 


Eastern Sales Office: 220 East 42nd Street, New York 17, 


ft. 


West Coast Representatives: Keenan and on” 
235 Montgomery St., San Francisco4 «+ 411 W. Fifth St., Los Angeles 13 


710 Lewis Bidg., 333 SW Oak St., Portland 4 
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50 
Heyden Buys Interest 


Heyden Chemical Corporation | 
has purchased the minority inter- | 
est of the Borden Company and| 
now owns more than 99% of the 
stock of American Plastics Corpo- | 


‘ration, Bainbridge, N. Y. Simon | 


‘Martin Adds Personnel 


Richard L. Simms Jr. has joined 
Robert E. Martin & Co., Atlanta, 
as publicity manager, and Ed P. 
Harris has been named time buyer 
of the agency. Lewis F. Gordon 
Jr., formerly space buyer, has been 


Askin, former assistant secretary | appointed copy chief and will be 
and assistant treasurer of Heyden, Succeeded by Betty R. Bell. Charles 
has been appointed president of |H. Kupfer, former assistant pro- 
American Plastics, succeeding Wil-| duction manager, has been pro- 


liam F. Leicester of the Borden 
Company. 


STOCK CUTS 


Complimentary 144-page 
Handbook of top illustra- 
tions to Printing and Adver- 
using Executives. Write on 
business letterhead. 


STIVERS STUDIO 


113 New Montgomery St. 
——mmummmumuee, ‘%©On Francisco 5, California 


moted to production manager. 


Shell Shifts Two 


Norman H. Miles, acting sales 
manager of Shell Oil Company’s 
Baltimore operations, has been 
named sales manager of the De- 
troit division. He succeeds T. N. 
Bath, who has been transferred 
to New York as assistant manager 
of the industrial section, lubricants 
department. 


Over 37,000 circulation, in- 


AN THE 1-3 POCKET Buen Time! / 


a ee 


cluding 25,000 league and 2515 


city association officials. 


magazine with 


The only 
100% coverage of 


5336 certified Bowling establishments. 
Bowling market, wide open after 
four years, produces $291 ,000,- 

00 annually—three times as much 


as pro baseball. 


., Write for our latest rate card today. 


THE BOWLER’S MAGAZINE 


Official Publication of 
AMERICAN BOWLING CONGRESS 


2200 NORTH THIRD STREET 
MILWAUKEE 12, WISCONSIN 


“Wallaces’’ Tells 
How Iowa Farms 


Rank Statistically 


Des Mornes—Wallaces’ Farmer 
& Iowa Homestead has issued a 
new booklet for advertisers on its 
subscribers’ income, production, 
etc., based on the 1945 Census of 
Agriculture. 

The data were compiled by 
Census staff members working 
under Director J. C. Capt. All costs 
were paid by Dante Pierce, pub- 
lisher of Wallaces’. 

The booklet, titled “Measuring 
the World’s Biggest Farmer,” 
shows how average subscribers of 
Wallaces’ Farmer compare with 
the average farmer in northern 
states and farmers in the entire 
U. S., for 1945. 

The study covered 1,532 sub- 
scribers who represent a statistic- 
ally accurate cross-section of the 
publication’s entire list in Iowa. 
These names were matched with 
census records of the _ identical 
1,532 farms. 


Baptists Plan Network 


The Texas Baptist General Con- 
vention has announced plans for 
an FM station network in Texas. 
Applications are pending for sta- 
tions in Abilene, Waco, Beaumont, 
Belton, Houston and Lubbock. The 
organization has set up a $175,000 
fund for development work. The 
Rev. Alton Reed is chairman of 
the radio department, which has 
headquarters in Dallas. 


The amount of that hourly cost = 


FRANK TALKS (No.2) WITH PRINTING 
BUYERS...abouf running a printing 
plant in times like these 


by 


The time has come when management must demonstrate its 
ability to manage. It is easy enough to use the old-time formula of 
adding up costs and overhead and a reasonable markup and arriving 
at a selling price. When costs go up and overhead goes up, you wind 
up with a higher selling price. Following the old routine is easy— 
but it isn’t management. 


We figure that, while there are some costs out of our control, 
there are many that still remain within our control. We figure that 
every square foot of floor space, every press, every camera, every 


cutting machine, every folder and binder has an hourly cost. 


DAILY OPERATING COST 


NO. OF HOURS OF DAILY OPERATION. 


Obviously, the hourly cost decreases as the number of hours of 
daily operation increases. At our plant, that number is twenty-four— 
the maximum. It means fullest effective use of our facilities and capital 
investment. It means economies which are reflected in our printing 


quotation, but never in our printing quality. 


I.S. BERLIN PRINTING & LITHOGRAPHING CO. 


THE MARSHALL-WHITE PRESS 
Telephone Webster 3200 


a 


Chicago 7, Il. 
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NEW PACK—Latest Nabisco package 
change is this new wrap (at bottom) 
for Oysterettes, which pictures ihe 
crackers on each panel with suggested 
uses. The old oyster man trademark 
has been retained on one panel. 


BMB to Measure 
FM and Television 


Total family figures for radio 
ownership as of January, 1948, will 
be published shortly by the Broad- 
cast Measurement Bureau. In- 
cluded in this year’s figures will 
be FM and television set owner- 
ship, multiple set and automobile 
and portable radio data. 

Breakdown will be by states and 
by urban, village and farm popu- 
lation groups within states. 


Appoints Leeds 


Richard H. Leeds, executive as- 
sistant to L. J. Engel, president of 
Einson-Freeman Company, Long 
Island City, N. Y., lithographer, 
has been appointed to the com- 
pany’s sales staff. Earl Shuman, 
formerly with Adlud Trading Cor- 
poration, New York, succeeds Mr. 
—— as assistant to the presi- 
ent. 


Lahr and Gile 
Form Midwest 
Agency Network 


Cuicaco—A new network ¢ 
smaller midwestern agencies ;; 
being organized by Fred W. Lah; 
of Indianapolis and Chester 4 
Gile of Minneapolis, who hea) 
their own agencies in those cities 

Proposing to form a group of 
locally-owned, non-competitive 
agencies for exchange of ideas, de. 
velopment of stability and efficien. 
cy in management, and discussioy 
of profitable operation technique. 
Messrs. Lahr and Gile last wee; 
opened their membership list t 
qualified admen. 

While the principals of the ney 
network are both veterans, anj 
welcome other veterans in similg 
positions, they “in no way intenj 
to limit membership to veterans « 
to become identified as a veteran: 
group seeking special recognitio 
because of service in the arme 
forces.” 

One agency will be selected i 
each of the important midwest. 
ern markets within a day’s jour. 
ney from Chicago. The time ani 
distance limitation is set only t 
facilitate convenience in meetin; 
to discuss marketing and medi: 
data, problems and experiences. 

Fred W. Lahr Advertising is lo. 
cated at 915 N. Pennsylvania St. 
Indianapolis 4, and Chester A 
Gile Advertising at 405 Thorps 
Bldg., Minneapolis 2. 


‘Bulletin’ to Sweeney 
The Bulletin, official publication 
of the Massachusetts Audubon So 
ciety, has appointed John M 
Sweeney Company as representa 
tive in the New England territor) 


Since 


service 


Paid space in the 


to Gazette success. 


SCHENECTADY 


AZETT 


REYNOLDS-FITGERALD, INC., National Representatives 


1S94 


FIRST IN ADVERTISING 
FIRST IN CIRCULATION 


IF TY-THREE years of leader- 
ship is attainable only through 


and service has been the key 


Gazette news and feature coverage has 
served Schenectady best—with the re- 


sulting leadership in circulation. 


Gazette has served 


advertisers best—with by far the great- 
est returns per dollar invested. The 
resulting unbroken leadership in lineage 


‘arried is a natural consequence. 


Adverti 
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Mason Dispatches 
Qwn FIC ‘Report’ 
to Congressmen 


Gives Industry Codes 
New Boost—and Asks 
Higher Salaries 


WASHINGTON—Lowell Mason is 
still in there’ fighting. 

Unable to win over the FTC 
majority to his trade practice con- 
ference program, the commission’s 
gadfly nevertheless misses no op- 
portunity to express his contempt 
for the traditional case-by-case 
attack which FTC makes on “bad 
business practices.” 

In his determination to mend 
FTC’s ways, he succeeded last 
week in making news of the com- 
mission’s traditionally drab an- 
nual report. 

As the commission messenger 
started for Congress with a routine 
recital of “achievements” during 
fiscal 1947, Mr. Mason was stuffing 
down the mailshoot a_ personal 
report telling congressmen that 
FTC wastes a_ disproportionate 
amount of*effort and money. 


Uses New Method 


His argument—that the commis- | 
sion would be more effective if it 
concentrated on a program de-. 
signed to organize well meaning 
business men under codes spelling 
out legal rights and obligations— | 
was not new, but the vehicle was. 

His private report to ~hcme 
is unprecedented in the history of | 
bureaucracy. Besides its plea for | 
the trade practice codes, it sug-| 
gests some administrative changes, | 
including a pay hike for the com- | 
missioners. | 

Mason’s ideas are summarized 
in the official report under a head- 
ing “minority recommendations.” 
He contends the special additional | 
message was necessary because 
the commission would not provide | 
the three pages necessary to ex-| 
plain his ideas. 


Fought Budget Requests 


This is not the first time Mason 
has resorted to the unconventional. 
Last spring he opposed FTC 
budget requests before the Senate 
appropriations committee. In talks 
to business groups he has ques- 
tioned the value of FTC’s anti- 
trust actions, including the com- 
plaint recently issued against the 
steel industry’s basing point 
pricing system. 

Mason contends that the exist- 
ing case method moves “with 
glacial speed” and fails to dent 
the mass of bad business practices. 
His codes, he says, would produce 
‘mass understanding and accep- 
tance of the law on the part of 
business.” 

Denying that he is scuttling the 
anti-trust laws or turning code 
Writing over to business a-la-| 
NRA, he challenges his critics to 
comé up with a better approach 


to trade regulation. 
bad practices, the commission’s 
Sole suggestion in 20 years is a 
pitifully inadequate recommenda- 
tion for anti-merger legislation,” 
he points out. 


Holds Own Conference 


No stickler for decorum, Mason’s 
public relations are several leagues 
ahead of his colleagues. 
Friday previous to release of the 
report, he had taken the pre- 


ition of calling in newsmen and | 


€ itorial writers to make sure they 
uiderstood the meaning of the 
anges he advocates. 


‘Some people who oppose the 


ati-trust laws mistakenly sup- 
Dort my program,” Mason says. 


“Others who respect the anti-trust | 


‘Despite the 
admitted growth of monopoly, and | 


On the. 


\laws mistakenly oppose my pro- 


gram.” 

According to Mason, the anti- 
trust laws can remain unchanged 
under this program. 

But he feels that business men 
should enjoy immunity from anti- 


‘trust prosecution for anything 


they divulge in the course of a 
code-writing conference, or for 
any action they take within the 
rules finally approved by FTC. 


‘Just Common Morality’ 


“That type of immunity is no 
more than the immunity a person 
has when he testifies before a 
grand jury,” Mason explains. “As 
far as I am concerned, it is just 
common morality, and I believe 
the government should subscribe 
to morality.” 

Mason says that assurance of 
immunity would “overcome the 
reticence” of business men in dis- 
cussing their pricing and selling 


problems at code-writing sessions. 
“We've got to start talking about 
these problems,” Mason says, “just 
as we have come to talk about 
forbidden subjects like venereal 
disease.” 

Mason said he felt free to ask 
a pay raise for the commissioners 
because he had given up a $30,000 
practice two years ago to accept 
his job. 

His analysis says the $10,000 
pay established in 1914 is now 
only $7,944 take home pay, and 
less than $3,734 buying power in 
terms of 1914 dollars. 

Mason, incidentally, feels that 
day-to-day commission decisions 
increasingly reflect his campaign 
to speed settlement of cases with 
a minimum of litigation wherever 
possible. 

The annual report for fiscal 
1947 shows a decline in the num- 
ber of formal complaints from 101 
in 1946 to 53, and in the number 


of cease and desist orders from 89 
to 56. On the other hand, the 
number of voluntary stipulations 
closing cases without litigation 
increased from 96 to 145. 


Six Join AFA 


The following companies have 
joined the Advertising Federation 
of America, New York: Weyen- 
berg Shoe Mfg. Company, Milwau- 
kee; Bowman Dairy Company and 
Magill-Weinsheimer Company, 
Chicago; the Kalamazoo Gazette; 
Slayton & Co., Battle Creek, Mich., 
and Station WMPS, Memphis. 


Elects Walsh V.P. 


A. W. Walsh, art director and. 
manager of Joseph P.) 
New York, has: 


general 
Schneider, Inc., 
been elected executive vice-presi- 
dent of the agency. 


Remember 


WILLIAM F. RUPERT 
Compiler of national birth lists 
EXCLUSIVELY for the past fifty years. 


90 Fifth Ave., New York 11—CH 2-3757 


lefer 


ek 


nidler: 


IN fe OF 200,000 — 
ABC MEMBERSHIP — 


More for your advertising 
dollar then any medium 
in this important field. 


pone T. HOPEWELL, EASTERN. REPRESENTATIVE * 101 PARK AVENUE. NEW YORK - 


HAMMERMILL BOND 


_.now at the highest quality in its history 


THE WHITEST ‘“HAMMERMILL’’ BOND EVER PRODUCED: 


Compare today’s improved Hammer- 
mill Bond with any other all-purpose 
office paper. You'll see the difference 


instantly . . . see 


snow-white, more glare-free paper 
It is the whitest 
Hammermil] Bond ever developed by 


stands out... 


Mail coupon for FREE sample book now... 


IMPROVED 


how sharply this 


Contains samples of improved Hammer- 


mill Bond in wide range of pleasing 
colors... 
in five substance weights. 


and the brighter, purer white 


—B papers for office use include 


ico 
© 
z2 
1S 


eS Hammermill Mimeo-Bond and Hammermill Duplicator 


Hammermill techniques and skills. 
And not only the whitest, but the 
best “balanced,”’ best all-round 
Hammermill Bond as well. Convince 
yourself. Send for the new sample 
book, showing the bright white and 
fourteen business-use colors. 


BETTER, 


see 


the 
mill 


FEEL 
the 


well 


keeps it cleaner, 


TAKES CLEAN erasing. You'll find 
it takes quick, clean, neat erasing. 
No retyping of whole letters be- 
cause of one mistake. Saves ste- 
nographers’ time. Avoids paper 
waste. 


CLEANER paper! You'll 
how an improved process 


uniform in 


strength and dependability... 
best all-round Hammer- 
Bond in its history, 


| 
| 


THE DIFFERENCE... and note 


sturdiness of improved 


Hammermill Bond. It stands up 


in the mail and in your files. 


Prove it yourself. Send coupon 
for free sample book. 


Lake Road, Erie, Pa. 


Hammermill Paper Company, 1459 East 


Please send me — FREE 
Hammermill Bond. 


Name 


the sample book showing the improved 


Position 


(Please attach to, or write on, your business letterhead 


— 
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Plan Men’s Hat Drive | 


The Hat Research Foundation | 
of Canada has appointed Muter & | 
Culiner Ltd., Toronto, to launch | 
a campaign to overcome the hat-| 
less fashion. The theme of the. 
campaign will be “a man is not, 
well dressed unless he wears a| 
hat.” Car cards, posters, displays, 
radio, and college and high school | 
papers will be used. 


Put 
GENUINE PHOTOS 


into your sales story 


. . . and get the results. Our 38 
years’ experience assures fast quan- 
tity from your negative 
er print. Low cost—highest quality. 
For free samples and ideas your busi- 
ness can use, write 


STICKLEY PHOTO SERVICE 
9 S. Washington St., Binghamton, N. Y. 


OPPORTUNITY 
FOR 
CREATIVE & LAYOUT 
ARTIST 


Young man artist, under 35, 
needed; experienced in trade 
paper and direct mail creative 
layout and finish artwork. Good 
earning possibilities — annual 
bonus. Young, growing organ- 
Central Illinois. 
conditions. 


ization in 
Pleasant working 
Will pay moving expenses and 
find you a home. Wire or write 


for interview at once. 


Box 6935, ADVERTISING AGE 


100 E. Ohio St., Chicago 11, Illinois 


ADVERTISING AND 
SALES PROM. MGR. 


Leading midwestern manufacturer of Neon 
signs has real opportunity for man who 
can produce ideas that sell through direct 
mail and salesmen calling on leading 
national advertisers. Advertising and sell- 
ing experience in similar line desirable. 
Good salary plus excellent opportunity 
for advancement. Write giving experi- 
ence, age, salary requirements, and why 
you think you're the man for the job. 


Box 6931, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Illinois 


WANTED 
Copy Minded Art Director 


for Pacific Northwest office of one of 
country's leading 4-A agencies. This 
office now handling some of largest 
accounts on West Coast. Expansion 
plans assure fine opportunity for art 
director able to make visuals; create 
complete campaigns. Write in full 
giving past experience, salary desired, 
marital status, etc. 


Box 6934, ADVERTISING AGE 
100 E. Ohio St., Chicago II, 


Illinois 


| WANT A JOB... 


that will put to full use my creative and 
executive ability—my !8 years experience 
in preparing direct advertising, technical 
literature, training programs and dealer 
helps in managing a publications 
department . . . in handling sales and 
service problems. College graduate, avail- 
able Feb. |, will go anywhere for good 
opportunity. 


Box 6932, ADVERTISING AGE 


100 E. Ohio Street, Chicago II, Illinois 


ADVERTISING MANAGER 
DESIRES FURTHER ADVANCEMENT 


83 years old with 14 years experience in ad- 


vertising. Now V.P. in charge of layout and 
production in 10-man midwestern agency. Tops 
in ideas, visual layout’ and production 


Thoroughly familiar with heavy and light in- 
dustrial, farm and package goods. Knows mar- 
keting, merchandising product and media 
research, Must have $8500 to make change 
ox 6936, ADVERTISING AGE 


per column inch. Regular card discounts on multiple 


imsertions and space over 5 inches apply on display 


HELP WANTED 
POSITIONS OPEN 
With agencies advertisers, publish- 
ers, ete., for both men and women. 
No opligation to register. 
FRED J. MASTERSON 
Advertising and Publishing 
Personnel 
20 yrs. previous adv. exp. 
185 N. Wabash, FRA 0115, Chicago 


ADVERTISING & PUBLISHING 
ALL TYPES OF POSITIONS 
Placement anywhere in the 

United States 


POSITIONS WANTED 


Wanted: Opportunity to write free. 


lance copy. Yng. woman wishes to 


contact firms using assignment wrtr. | 


Box 9377, 
100 E. 


ADVERTISING 
Ohio St., Chicago 11, 


ACCOUNT EXECU TIVE 


AGE 
Ti. 


successes to credit seeks position 
with future and challenge to crea- 
tive output. Broad experience in 
foods, gen. consumer, ag., 
advertising over 13 years—6 
agency. Personable, adaptable. 

Box 9378, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


GEORGE WILLIAMS—Personnel 
209 S. State St., Har. 2063, Chicago 
Industrial Copywriters to $6,000 
Account Executives .......... OPEN 
Layout Artists ........ $4,500-$5,500 
Production Manager ......... 4,200 
Advtg. Assts.—Direct Mail. - $3,600 
Advt’s Traimees.......... 175 ~$225 
SHAY AGENCIES 
30 W. Washington, Chicago 2, Til. 


Advertising Production man for two 
business papers. Good opportunity 
with live progressive organization. 
Give age, experience, salary de- 
sired and other details. 

Putman Publishing Company 
737_N. Michigan Ave., Chicago, Il. 
House Organ Editor 
Young man, college trained for copy, 
rough layout, production on month- 
ly magazine, rapidly growing com- 


pany, prosperous mid-west city. Ex- 
cellent opportunity for develop- 
ment, responsibility in important 
labor-management relations pro- 


gram. State complete details, salary. 
Box 9379, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Woman Fashion Account Executive 
to service a number of top flight 
fashion accounts with steadily ex- 
panding budgets. High fashion 
dresses, lingerie and footwear. 
Young, national agency in St. Louis, 
Mo. Potential limited only by your 
ability. Enclose recent photo. 

Box 9381, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
ADV ERTISING ARTIST for 
equipped studio in this medium- 
size, Wisconsin city. Young 
congenial gang of working artists, 
carrying no dead weight and run- 
ning their own show. You must be 
a slick hand on comps, for you'll 
work on everything including a 
goodly amount of national space. 
If you happen to like hunting and 
fishing, they’re available ten min- 
utes from town. The Company is 
soundly financed and going like a 
ball ,of fire. Salary open, prospects 
glowing. We'll take just as good 
care of your samples as you would, 
so let’s see your best, plus a few 
specifics on experience, age, family, 

money, etc. Hurry up ° 
ADVERTISING ARTISTS INC, 
Stevens Point, Wisconsin 


EDITOR-WRITER, with food expe- 


man who can write, 


8 
100 E. Ohie St., Chicago ti, Il. 


Sales Mgr. restaurant equip. 10,000 
Sales Mgr. Asst. home — 5,200 
Sales Prom. radio, refrig. 8,500 
Sales Prom. home furn....... 8,500 
Sales.Prom. bldg. matl. ..... 6,000 
Sales Prom. publir. .......... 6,000 
Sales Prom. heating units... 5,200 
| Copywriter AAA agcy....... 25,000 
| Copywriter, N.W. Agcy...... 10,000 
Copy Chief, Chicago agcy... 15,000 
| Art Director, small agey.... 7,200! 
| Artist, layouts, agcy........ 6,500 
| Public Rel. nspr publ....... 6,000 
| Public Rel. wrtng speeches. 6,000 
| House Organ young writer. 3,600 
Asst. to adv. mers. 6 mfgrs..Open 
Editor trade paper........... $ 5,200 
Research man mfgr......... 4,500 | 
| Research man publr......... 4,800 
Salesman, radio time........ 10,000 | 
Salesmen, trade papers........ Open 
THE HONES COMPANY 


| 14 BE. Jackson Blvd. Room 1515 


ADVERTISING 
| Men 


rae eee 7,500 
Illustrator, National accounts 
Water Color Artists.......... 
Copy, Layout 
Catalogue, 


See ae: 5,000 
appliance distributor 


Production-Agency .......... 5,200 

PE MES Gres tcewese ease 3,600 
Photographic 

|} Asst. Hse. Organ Mg......... 3,000 


Rate Extension Clerk......... 2,! 

Young, agcy. exper. preferred 
Women 

gd. ES es Ae ree $5,200 
Copy for radio & publication 

Copywriter 
Home Furnishings 

Receptionist 
Agency experience 

ee 2,5 
Some typing 

CASTLE & 


ASSOCIATES, 
wire or 'phone 
Stephenson 
State Har. 


POSITION s w ANTED| 


“SALES ANALYST 
large dept. mdse. firm. 
publishing exp. Age 34. 
ADVERTISING AGE 
Ohio St., Chicago 11, Ill. 


MARKET 
Now head 
Also 5 vrs 

Box 9389, 
100 FE. 


a well- | 


and | 


rience, for established nat’l grocery 
trade ‘journal published in Chicago. | 
This is a great opportunity for a 


knows editorial | 


makeup and wants to be his own 
boss. Give age, present salary, ex- | 
perience and references. 

Box 9390, ADVERTISING AGE 

__100 E, Ohio St., Chicago 11, Ill. 

PERSONALIZED SERVICE 

Sales Mgr. sales incents..... $18,000 
Sales Mgr. auto products.... 15,000 
Sales Mgr. musical instr.. 12,000 | 


6,000 | 


9800 Chicago | 


CREATIVE COPY, LAYOUT MAN 
With 2 yrs. adv. copy, layout, pro- 
motion experience on Midwest daily 
(300,000 cire.) seeks creative adv. 
work with agency—retail—newspa- 
per—or industrial firm in warm cli- 
mate, Adv. grad. U. of Minn. Age | 
28, married; Vet. USMC. 

Box 9380; ADVERTISING AGE 

100 E. Ohio St., Chicago 11, 111. 


Advertising secretary. Comprehen- 
sive experience. Univ. grad. 
able now. Salary $250.00 per 
Box 9382, ADVERTISING 
100 EK. Ohio  St., Chicago 44. 228. 
ngey. 


mnth, 
AGE 


Ex-Ace’t. Exec. dir. mail 

Vet. College training. Prefer gen’l 
agcy.—oppor. leading to ace’t exec, 
Single, 35, dependable, cooperative. 
ADVERTISING AFT 
1 


Box 9385, 
100 E. Ohio St., Chicago 11, Tl. _ 


PRODU CTION MANAGER 
Young woman, thorough knowledge | 
of all steps in advertising 
tion, some layout, 
experience, 


desires permanent, 
sponsible position as 
manager in small agency. 
$350.00 per month. 
Box 9386, ADVERTISING 
100 E. Ohio St., 


AGE 
St., Chicago 11, Ill. 
Woman copywriter; exper. in adver- 


tising agecy, publ. and editorial | 

work. Excellent background. 

Box 9387, ADVERTISING AGE 
100 FE. Ohio St., Chicago 11, Ill. 


FASHION ILLUSTRATOR 


} 
} 
| bosition in Chicago. Young woman. 


1% years experience. 1 year pri- 
vate apprenticeship under well 
| known fashion and layout artist. 
| Can show samples. 
Box 9388, ADVERTISING AGE 
100 E. _Ohio St., ee 23, ou. 


Man of prov en vability ‘in space ~. 


~ REPRESE NTATIV ES Ww ANTED | 
Wanted —A_ live wire broker 
service agency to represent a fia- | 
tionally known New York litho- 
grapher specializing in posters and 
displays. Must have good contacts 
with advertisers and agencies in 
the Chicago area. State particulars. 

Box 9384, ADVERTISING AGE 
100 KE. Ohio St., Chicago 11, Il. 


Newest advertising medium ainee 
television and motion pictures — | 
idea sweeping’ the country. Na- 
tional, State and local representa- 
tives wanted to call on exclusive 
list of agencies. Opportunities 
limited. Write Mr. C. P. Guyette— 
| 835 Locust St., Long Beach, Calif., 
giving qualifications, ete. 

MISCELL ANEOUS _ ~ 
Original Advertising ecards of 1890- 
1900 period. Unique type, copy and 
illustrations. Make nice decorative 
material. 5 diff. cards $1.00. 

Cc. Kowal 

1846 Cullerton Ave., Chicago 8, 


For Rent—Nicely furnished private | 
room in Chicago LaSalle Street of- 
fice. Ideal for artist, copywriter, 
publisher’s rep., ete. References re- 
quired. $100 month. 

jox 9383, ADVERTISING AGE 

100 E. Ohio St., Chicago Fe 0 | ll. 
N. Y. EDITORIAL, ADVERTISING 
OFFICE FOR TRADE PUBLISHERS 
New York publishers of successful | 
merchandising monthly now have 
time for consulting phase of their 
business. They offer combined, su- 
perior advertising and_ editorial 
representation in eastern area. 
Fees reasonable. 

Box 9391, ADVERTISING AGE 

York 18, N. Y. 


330  W. _ 42nd St.,_ Ne Ww 
your own, high 


If you would like 
income, but easily learned office 
business, write for free details to- 


day. FRANKLIN CREDIT SCHOOL 


or 


Dept. 215- A, Roanoke 7, Virginia 
KROM- A-TONE POST CARDS 
| The newest most economical way to 
display any product. Samples and |} 
prices on request. 
| GRAPHIC ARTS PHOTO SERVICE | 
365-B, Hamilton, Ohio 
FINE AGRICULTRAL ART 
Write John Andrews— 
BLINK BONNIE FARM 
5023 Spaulding Rd., Omaha, Nebr. 
We are in the market for business 
papers that are, or can be published | 
in the South or Southwest. Will re- 
tain publisher or staff in deal if 
interested. All replies held confi- 
denital. 
30x $269, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Tl. 


Appoints Ritter 

Robert C. Ritter, formerly ad- 
vertising manager of the First! 
Trust & Deposit Company, Syra- 
cuse, has been named an account 
\executive of Fellows - Bogardus | 
| Advertising, Syracuse. 


‘Hopkins Leaves Broderick 


| Bra’. Saas Hopkins has resigned as 
representative in the central area 


for Railroad Equipment, Nautical | 
| Gazette and Ships Manual, pub-| 


lished by John C. Broderick, New 
York 


Seasoned agencyman with top-flight | 


indust. | 
with 


Avail- | 


produc- | 
four years agency | 
re- | 
production | 
Salary— | 


wants | 


un- | 


U1. | 
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Nude nylon 


Like wour fresh, clean skin, 


these knitted nylon jersey 

“Underlovelies”* cling to each 

} carve as though they were 

a i born to be there. See how the «lip 
flatierx every line of vour 

huly... 


a And these panties are cut 


how hush the gown falls, 


26 vou sit Delp net out of them... ina 


| i 

ehoiee of your favorite styles, 
| 
All Munsingwear quadity in 
Bouquet colors; all moderately 


} 
| 
priced. At hoe stores everywhere. 
| 
} 
} 
| 
} 
} 
| 
| 
| 
| 
wm | 


| 
| 


MUNSINGWEAR 


« FOUNTRATION GC AKRMENTS « 


HOSIERY 


WEAR 


‘LIKE YOUR SKIN'—Munsingwear, Inc., Minneapolis, has scheduled this "Under- 
lovlies'’ ad for the April issues of Mademoiselle and Seventeen. Kenyon & Eck- 
hardt, New York, handles the account. 


 Shimiene to Drop Patterson Promoted; 


and public relations, now employed, 
desires connection with Chicago | Murphy Moves to KLRA 
office of established trade or con- | Jf f M . 
sumer publication. College grad.; 32; | ugust or ore Hugh B. Patterson Jr., national 
ex-Marine officer, owns Own car. 1“ advertising manager since his re- 
sox 9395, ADVERTISING AGE V d P 
100 E. Ohio St., Chicago 11, IN. | arie rogram lease from the Army air forces 


in 1946, has been appointed as- 
sistant business manager and ad- 
vertising director of the Arkansas 
Gazette, Little Rock. As advertis- 
ing director he succeeds Edward 
V. Murphy, who has been ap- 
pointed general manager of KLRA, 
the Gazette’s radio station. 

In the newly created post of 
assistant business manager, Mr. 
Patterson will aid business man- 
ager W. C. Allsopp in general 
supervision of the advertising, cir- 
culation, business and mechanical 
departments of the paper. 


Mack Leaves NBC 


Lathrop Mack has resigned as 
western manager of national spot 


Cuicaco—Revere Camera Com- 
pany, through Roche, Williams & 
Cleary, has decided not to renew 
the Jan August show when its con- 
tract for the program expires 
/March 4. 
| In its place, Revere will put on 
'a more varied musical. show fea- 
turing singers Andy Russell, 
‘Marion Hutton and ‘the Pied 
|Pipers. Details of the show’s for- 
mat were being worked out last 
week. 
| Revere meanwhile has extended 
_| its contract for the Thursday 6- 
/6:15 p.m., EST, period on Mutual 


for 13 weeks beginning Feb. 12. 


‘It is understood Mutual will make|sales of National Broadcasting 
the following quarter-hour seg-|Company, Hollywood, effective 
‘ment available to Revere if it|Jan. 31. He joined NBC in New 


York in 1938, moving to Holly- 


decides later to put the new show wood in 1946. 


'on for half an hour. 


Appoints Lachapelle 

Roland J. Lachapelle, graphic 
arts salesman for a number of 
years, has been appointed man- 
ager of the Boston office of E. P. 
Lawson Company, maker of paper 
cutting machinery and_ bindery 
equipment. 


| Opens Detroit Office 


| Robert H. Plew, formerly in the 
|sales promotion department of 
‘Packard Motor Car Company, De- 
|troit, has been appointed head of 
the new Detroit office of Carter & 
_Galantin, Los Angeles, specialist 
‘in point of sale displays. The new 
office will be located at 600 Michi- 
|gan Theater building. 


MARKETING 
RESEARCH MAN 


Large advertising agency is seek- 
ing qualified market research man 
for its permanent Chicago staff. 
He should be able to handle a 
variety of interesting assignments. 
Versatility and ability to write re- 
ports are essential. Our people 
know of the advertisement. 


Shaw Appoints Allen 


Dr. Charles L. Allen, assistant 
dean of Medill School of Journal- 
ism, Northwestern University, has | 
| been appointed research consultant | 
| of John W. Shaw Advertising, Chi- | 
|eago. He will advise concerning | 
lad and sales programs for various 
‘clients. 


| 
(Gets Food Account Box 6923, ADVERTISING AGE 
Lincoln Foods, Inc., Lawrence, | 


100 E. Ohio St., Chi 11, WW. 
'Mass., has placed its advertising | oe Cie 8 tcago 
|with Arnold & Co., Boston. | 


EXPERIENCED ADVERTISING EXECUTIVE AVAILABLE 


20 years top-notch agency experience. Seeks connection with mfg. or agency 
requiring seasoned executive. Extensive food adv. experience. Knows radio, 
space, billboards. Strong on merchandising, plans, contacting, selling and copy. 
Salary $15,000. Resume. 


Box 6930, ADVERTISING AGE 
330 W. 42nd Street, New York 18, New York 
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Pepsis Mack Caps Career 
with $203,000 Contest 


‘Gang Buster’ Turned 
Super Salesman Gives 
Coke Toughest Fight 


By LAWRENCE M. HUGHES 


LonG IsLanpD City, N. Y.—Pepsi- 
Cola Company has. challenged 
Coca-Cola’s half-century of dom- 
inance of the soft-drink industry 
with what Walter Staunton Mack 
Jr. calls “the biggest contest ever 
to hit the United States.” 

Oceans of soft-imbibing and six 
months of telling why “Pepsi- 
Cola hits the spot” and collecting 
Pepsi bottle caps which now bear 
some 48 different symbols will en- 
rich the nation’s families by 
$203,725. 

Mr. Mack expects the contest— 
which is really a series of state, 
national and “family sweepstakes” 
contests—to wind up his first 
decade as president of Pepsi-Cola 
by enriching the company and its 
27,000 stockholders by many times 
this amount. 

He would not estimate the total 
number of advertising dollars that 
will support the contest but prob- 
ably, by next June 30, they will 
exceed $3,000,000. 


Tops Old Gold Contest 


Pepsi’s prize awards will be 
slightly more than the $200,000 
offered by Old Gold cigarets in 
1937 in a contest which attracted 
some 2,000,000 entries. 

The population is larger now, 
and about twice as wealthy. Prob- 
ably twice as many people soft- 
drink as smoke, and a 12-ounce 
bottle of Pepsi-Cola has been re- 
stored in most places to its long- 
established price of 5 cents. 

Sugar has been freed from ra- 
tioning. There are plenty of cola 
nuts on hand from Africa, and 
fizz water, and bottles and caps. 
Walter Mack expects that Pepsi 
bottle caps will replace marbles 
and ball-player pictures as the 
new coin of the realm of youth. 


Entries Pile Up 


And Albert J. Goetz, advertis- 
ing manager, noted that in the 
first four days of the contest— 
which was announced Jan. 4 in 
1,800-line space in Sunday news- 
papers with combined circulation 
of 44,000,000—youngsters, seeking 
bottle-cap treasure, had broken 
into Pepsi-Cola plants in Denver 
and Portland, Ore. 

In the first two days, Reuben H. 
Donnelley Corporation, handling 
the contest, had received 1,000 en- 
tries. And there were still 176 
days to go. 

Many people still were puzzled, 
and amused, by Walter -~Mack’s 
brainstorm. The copy was com- 
pblex—if not the rules. A (male) 
writer in the Charlotte News and 
Observer wrote a whimsical col- 
umn on who should be listed as 
head of his family, as part of the 
family sweepstakes competition, 
and some entries thus far received 
have merely said “Mother.” 


Not a ‘Dud’ Yet 


In his nine years of lifting 

Pepsi-Cola within shooting dis- 
tance of Coca-Cola, and of beget- 
ting personally a lot of the com- 
bany’s promotional programs, 
Mack explained, “We’ve never had 
a dud yet.” Some of them, from 
skywriting to New Yorker car- 
loons, have got a lot of people 
talking and drinking. 
Sich as scholarships and art com- 
petitions—have been of solid social 
a well as promotional value. 

But Walter Mack is keeping his 


fiigers crossed. And he admits 


tat there’s been room for im-| 


ovement in a few of Pepsi’s pro- 


motional brainstorms. 

One reason Pepsi-Cola won’t 
tell costs is competitive. The less 
Coca-Cola and all the other soft- 
drink makers know about its op- 
erations, and its sales progress, 
the better. But another reason is 
that the company keeps its plans 
so flexible that it cannot usually 
estimate costs in advance. 

“We have no fixed advertising 
budget,” Mr. Mack said. “We 
simply map out a program and 
then follow through as necessary 
to get the job done.” 

In the current contest program, 
the company is paying for the 
Sunday newspaper series, for a 
series of spreads in Collier’s and 


Life and full pages in Look, and 
for weekday newspaper and other 
advertising in its nine company 
plant cities. 

Cooperatively with the 500 
Pepsi-Cola bottlers in this coun- 
try, there’ll be two to 10 spots 
daily on several hundred stations, 
contest “snipes” on regular 
monthly 24-sheet posters, and car 
cards. In addition, there’ll be con- 
tests, promoted in trade publica- 
tions, for dealers and drivers. 

The number of media has not 
been determined. All media will 
be used for the six-month period. 


Takes ‘Temporary’ Job 


Walter Mack took a ‘“tempo- 
rary” job as president of the 30- 


year-old Pepsi-Cola Company in| 


late 1938. Torn by internal strife 
and litigation, the company was 


a rather sick business then. As a | 


business doctor, Mack planned to 


stay with the patient for maybe | 


six months... 

But after the litigation had 
ended, and the reorganization was 
completed, he stayed on. The man 
has had some tough battles in 
politics and business in his 52 
years. The battle with big Coca- 
Cola and the hundreds of other 
factors in the soft-drink business 
intrigued him. Prewar, when 
sugar was plentiful, he boosted 
Pepsi’s business 40 to 50% a year, 
as compared with an increase of 
8 to 10% for Coca-Cola. 

In these nine years, however, 
Mack thinks that Pepsi has done 


|“only about 25% of its job. We've 
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|done reasonably well in about 20% 
of the United States, but a medi- 
ocre job in the rest of the coun- 


try.” 
Neither Coca-Cola nor Pepsi- 
Cola reveal sales figures. In 


“bottled goods” case sales (24 
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bottles to the case) the ratio is 
now about two to one for Coca- 
Cola. In fountain goods, where 
Coca-Cola is strongest, “we’re just 
starting.” He pointed out that 
Coca-Cola sells finished syrup and 
Pepsi-Cola sells concentrate. 

Against Pepsi’s 500 béttlers in 
this country, Coca-Cola has more 
than 1,000. 

Throughout the world Coca- 
Cola—under James A. Farley, 


*THERE’S PLENTY OF 
BUSINESS IN 


president of Coca-Cola Export 
Company—probably has a stronger 
grip than any other United States 
company. Pepsi-Cola really en- 
tered foreign business in 1942. 
Today, Mr. Mack said, it has 50 
franchised bottlers in 32 countries 
—in Canada, Latin America, 
Europe, Africa and Australia. In 
the next three years he expects 
their number to be trebled. But at 
present only 3% of the company’s 
volume is abroad. 

A less important but rapidly 
growing “item” is Evervess spark- 
ling water, introduced in 1945 
when restrictions had cut the use 
of sugar for Pepsi-Cola to 50% of 
1941 consumption. Evervess’ dis- 
tribution is now nationwide, 
through 200 bottlers, but still 
spotty. 


Leads Some Markets 


Yet William Geoghegan, Ever- 
vess sales manager, pointed out 
that it is now the “No. 1 seller” 
among 12-ounce sparkling waters 
in New York City, Westchester 


County, N. Y., Philadelphia, Pitts- 


vou sents g ww Acotton.MAM gw, 


Kveryeedy Can Gets TREASURE Pouch 


ie 


BOTTLED TREASURE—Pepsi-Cola Company is offering a total 
prizes in what it claims to be the largest contest ever conducted by a national 
advertiser. The series will run for six months and will be promoted in double 
spreads in Collier's and Life, single pages in Look, hundreds of Sunday and 
weekday newspapers, spot radio, outdoor and car cards, through Newell-Emmett 


of $203,725 in 


Company. 


burgh, Boston and Newark. 
Recently the company 
duced Evervess_ in 


32 - ounce | the 


(quart) and in split sizes. 


HERALD-AMERICAN 


Natiounall 


up your sales. 


el ihe p 
? ti ee 


Ging 


buy more of everything. 


Mothers are always cooking up surprises. They are ever alert 
for new recipes and foods to vary the family menu. Gingerbread 
men and cookies for the children — new desserts for Dad —it 
takes a lot of planning and a lot of groceries to uphold mother’s 
culinary reputation! This pride in doing for the family spices- 


Pride of family makes a better market for all goods, is 


one reason why young families in the process of accumulation 


In Chicago, the Herald-American is the preferred news- 
paper of young, active, on-the-way-up families. It is their kind 


of a newspaper. It publishes mone of their favorite features, 


3 


gives them greater news coverage quickly and concisely. 


In Chicago, you sell more by advertising in the 
Herald-American because it goes into the home, reaches and 


sells the whole family. 


You can profitably influence the purchases of over 
500,000 families each evening and more than a million on 


Sunday by placing your advertising in the 


t 


Represented b 


Ee ea 


HEARST ADVERTISING 


> 


SERVICE 


Al 
intro- |Goetz said that Evervess is now 
only nationally - advertised 
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“32-ounce quart.” Compet) ive 
“quarts,” he explained, con:ain 
from 24 to 30 ounces. The 39. 


ounce size retails for 10 cents 
the 12-ounce for five. The sg 
split is not sold direct to . 
sumers. 

Advertising for Evervess is }e- 
ing doubled this year, through 
Young & Rubicam, with maga- 
zines, newspapers and spot ridio 
scheduled. 

The Pepsi-Cola account js 
handled by Newell-Emmett, under 
Partner William H. Reydel and 
Herbert Fox. Edward Boyd is 
Evervess executive at Y&R. Byron 
Houston, former Y&R vice-presi- 
dent, came over to Pepsi-Cola 
Company in 1945 to fill a newly- 
created post of executive vice- 
president and general sales man- 
ager. 


Prefers Sales Tasks 


Walter Mack has a varied job, 
but he likes the sales part of it 
most. 

Born in “medium”  circum- 
stances, he probably had his share 
of rough-and-tumbling on _ the 
sidewalks of New York. After 
P.S. 87, and public high school, 
he was graduated from DeWitt 
Clinton, largest high school in the 
city, and all boys. In some of his 
classes, he said, there must have 
been 1,000 of them. 

Then came Harvard, where he 


studied government and econom- 
ics, was business manager of the 
dramatic society (he’s still a show- 
man) and assistant manager of 
the football team. He received 
his A. B. degree in 1917, just in 
time to enlist as a second class 


seaman in World War I, and 
ended the war as an ensign. 
Mack pushed along simulta- 


neously in business and in politics. 
In 1932 he was running for the 
state senate in the Upper East 
Side Manhattan district, on the 
GOP ticket. The district was, and 
is, both rich and poor, but there 
being always more of the latter, 
he needed their votes to win. 
But many of their votes were 
swayed by liquor gangsters—spe- 
cifically one “Dutch Schultz” Fleg- 
enheimer. 


Loses Election 


Tammany Hall was still in the 
saddle then, Mack recalls, and 
politicians and policemen were 
being paid off by the gangsters. 
Schultz offered to arrange Walter 
Mack’s election for $5,000, but 
Mack declined to come across— 
and lost by 2,000 votes. 

Tammany, a Democratic ma- 
chine, Mack said, held no monop- 
oly on party corruption. Sam 


Koenig, the Republican county 
chairman, operated as a_ “back 
door to Tammany Hall.” Mack 


told Koenig to resign or he’d put 
him out. He helped to form a 
group to reorganize the Repub- 
lican leadership in New York 
County (Manhattan), with Chase 
Mellen as chairman and himself 
as treasurer. Then he hired pri- 
vate detectives to get evidence 0” 
election frauds. 

Their work was stymied, how- 
ever, because the city and state 
authorities wouldn’t help. Mock 
went to J. Edgar Hoover, head of 
the FBI, who put him in tovch 
with George Medalie, then U. S. 
district attorney in New York 
Medalie turned over to him 4 
young assistant named Thomas E 
Dewey. Dewey came up with /40 
| affidavits on election frauds, @¢ 
| proceeded to indict the elect on 
boards. 


Tammany on Way Out 


This was the beginning of 
Samuel Seabury investigat..” 
which, with help from such me? 
as Tom Dewey and Walter Ma §, 
led to the downfall of Tammé.') 
Hall. 

Soon Mack, with Seabury @ ° 
| Roy Howard of the Scripps-Ho *- 
‘ard Newspapers, was organizi\s 
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PEPSI'S SPARK PLUG—Walter Staun- 

ton Mack Jr. in less than 10 years has 

transformed Pepsi-Cola from one of the 

least to second in sales among the 

"colas" in the United States. He in- 
tends to put Pepsi on top. 


the Fusion campaign to elect Fi- 
orello LaGuardia mayor. In each 
LaGuardia campaign, Mack was 
treasurer. The Little Flower 
cleaned up politicos and police- 
men, and largely cleaned out 
gangsters. ‘ 

But not before considerable in- 
convenience to Walter Mack. He 
was then working with William B. 
Nichols & Co., business consultant 
firm, which was busy in those de- 
pression years with management 
studies and reorganization. Every 
morning, for months, two gang- 
sters followed Mack to his office, 
and every evening they followed 
him home. Finally, he hired pri- 
vate detectives. A couple of them 
followed the gangsters who were 
following Walter Mack. 

They made quite a procession. 


Helped Reorganize Firms 


In 1934 he joined Phoenix Se- 
curities Corporation, and _ then 
Equity Corporation, and then he 
went back to Phoenix as vice- 
president. These firms were more 
concerned with helping businesses 
get back on their feet than with 
selling their securities. He was 
moving into big time. At Equity 
he worked with David Milton, 


John D. Rockefeller’s son-in-law. 
And in this Equity-Phoenix period | 
he helped to reorganize and re- | 
finance such firms as Autocar, Al- | 
lied Stores, Celotex, Certain-Teed, | 
and United Cigar- Whelan. He. 
went on their boards of directors, 
and helped strengthen their sales | 
policies. 

Among others, Mack worked for | 
Loft, Inc., candy stores, which | 
then controlled Pepsi-Cola. There 
was litigation with Loft’s head, 
Charles G. Guth, and Mack was | 
made “temporary” head of Pepsi- | 
Cola, pending Guth’s appeal. 

Considering the sugar, materials 
and manpower shortages, high 
costs and taxes, which prevailed 
through most of Mack’s nine years, 
the results have been good. The 
1947 report is not yet available. 
But between 1939 and 1946 the 
company’s total assets nearly 
trebled, from $11,034,000 to $28,- 
767,000. Gross profit on sales rose 
from $11,269,000 in 1939 to a peak 
of $30,493,000 in 1943, and were 
$25,038,000 in 1946. Net income, 
after, taxes, went up from $4,870,- 
000 in 1939 to a peak of $9,363,000 
- 1941, and were $6,267,000 in 
1996, 

Reports Emphasize Ads 


‘n his first annual report, dated 
Merch 1, 1940, for 1939, Mack told 
mg other things about the 
nching of new sales, sales pro- 
notion and advertising depart- 
nts. He announced “a substan- 

advertising campaign” for 
10. . . Since then, advertising 
| public relations have been 
®! \phasized in each report. 

For 1940 and 1941, Pepsi’s “tem- 

‘ary” president was able to 

e sales increases from previous 
‘ars of 42 and 63%. . Coca- 
C la stirred. This fly on its tail 
: S getting to be annoying. In 
‘a-t it was getting to be husky 
ard voracious, Pepsi found itself 


| 


in litigation with Coca-Cola in 
the United States, Canada and 
Great Britain—Coca-Cola charg- 
ing trademark infringement and 
Pepsi accusing Coca-Cola of 
monopolistic practices. ‘ 

But the war, and sugar ration- 
ing, froze them both largely at 
1941 levels. The litigation be- 
tween the two companies was 
ended. . . Walter Mack’s report 
for 1942 featured Pepsi’s new 
servicemen’s centers in New York, 
Washington and San Francisco, 
and its “voice letters” for record- 
ing and mailing  servicemen’s 
voices. It reproduced _ typical 
newspaper and magazine ads, and 
an advertising award received for 
radio spots. 


Keeps on Advertising 


The war did not curtail nor 
paralyze Pepsi advertising. The 
1943 report carried a full page 
Robert Day cartoon of a confer- 


ence chairman (who could have 
been Walter Mack) introducing 
a man who would “pipe Pepsi- 
Cola directly through the city 
water system to save bottle caps.” 
The reports were being laid out 
and printed in the company’s own 
print shop. Pepsi was being in- 
troduced (somewhat abortively) 
at soda fountains. Featured 
were honor rolls of workers at 
war and new social benefits, in- 
cluding scholarship plans, for all 
the workers. 

Increasingly, the company em- 
phasized “communal activities” 
and social service: junior clubs 
for teen-agers; an annual art 
competition which attracted 5,000 
canvases in one year; an annual 
scholarship plan offering two uni- 
versity scholarships for high 
school students of each state, plus 
a Negro scholarship for each state 
with a separate Negro educational 


\system. This drew entries from 


7,000 high schools. 

But the sugar situation gen- 
erally became worse. By 1945 in- 
dustrial consumption was cut to 
50% of 1941 levels. . . Pepsi in- 
troduced coolers and vending ma- 
chines, and launched Evervess. A 
dozen winning paintings in the 
$35,950 art competition became a 
Pepsi-Cola calendar. 


Licks Sugar Problem 


The company, however, had 


found ways—before rationing fi- | ‘ 
nally ended, in 1947—to lick the| § 
sugar problem. It acquired Cuban | ~ 


plantations and by 1946 was get- | 
ting 85,000 tons annually from 
them. Costs had moved the price 
of Pepsi to 6 cents in most areas. 
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But the fountain service plan was 
being resumed, and in foreign 
markets the company had fol- 
lowed the armed forces with in- 
vasions of its own of the Philip- 
pines, Japan and Germany. 

The current contest is Pepsi’s 
biggest promotion—and its most 
vigorous attempt to rock the 


Be Somes 


431 S&S. Dearborn St., Chicago 5, Illinois 


. 
Who the HELL is Tj? 
He’s an ad man who says “Little ads 
can make you millions . ... if the idea 
is right.’ Want to try? 
Box 68 
100 


Who the HELL is 


* 
He’s an ad man who says this question 
may save money: “‘How big should my 
ad be?’’ Want to know? 
Ben GIS . . « = Aeurtes ‘- 
100 E. Ohio Street, Chicago t1, Iilinois 
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for small families, and year ‘round use 


Silver Oklabar . . . self-sexing bird, early 
feathering, large egg and meat producer 


Kansas White Rock... quick-feathering, 
high layer, good eating 


Small White Turkey... early maturing, 
economical small size for today’s families 
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The little red hen is no longer little, 
nor necessarily red. In fowl breeding, 
discoveries have come faster than in 
the atomic labs. . 
crosses,new lines,hybrids are constantly 
reaching commercial production . . . 
to get better body size, more eggs, other 
desirable characteristics . . . 

Higher hatching, faster feathering, 
quicker growing, better meated, larger 
layers, the new birds raise quality . . 
shave production costs . 
poultry profits in the big business of 
farming. Alert advertisers should read 
‘“*New Models for the Poultry Raiser’’, 


Arabian—Belgian cross- 
bred horses, 400 to 600 
lbs lighter, and smarter 
. are taking the place 
of big draft animals. “Streamlining 
The Farm Work Horse’, page 96. 


Less Phos in Soil Pantry... 
lowa’s °46 crops took 150,000 tons 
more phosphorus, plus 
more potash, from the 
land than was replaced 
by manures, the crop 
residues, or commercial 


on Fertilizer?’ 


. new breeds, new 


covered by St 
farmers with 


.. give bigger in °46 


of purchasing 


illustrated in full-color... in January 
SUCCESSFUL FARMING, page 31. 
J national, you 
UN Hoss?... New 


FARMING, 


(excluding govt 
. . . $3,252 above U. S. farm average. 


De 
Chicago, San Francisco, Cleveland, 
Detroit, Atlanta, Los Angeles. 


Big Buzz in the Barnyard! 


fertilizer. ‘How Heavily Should I Lean 
*, page 28. 


Most missed market... thc 
nation’s best farmers in the 15 Heart 
States read few general magazines, 
listen lightly to networks... are best 


ICCESSFUL FARMING, with 


more than1,200,000 circulation among 


the best soil, methods, 


brains—averaging $7,800 gross income 


payments 


Savings of seven peak years, billions 


power make SF families 


the best class market in the U.S. today. 
To make national advertising really 


need . . . SUCCESSFUI 


New York. 


s Moines, 
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mighty seat of Coca-Cola—but it’s 
still just part of the company’s 
varied and flexible strategy. 

Walter Mack went back to fun- 
damentals. There are, he said, 
“just two things to the Pepsi-Cola 
story: 

“1. Engineering ingenuity. We 
import the cola nut from Africa 


and sugar from Cuba, put these | 
and other ingredients in bottles 
|example, we’re the only people in 


which cost 4 cents each (after 
we've sterilized each bottle), cap 


SAMPLE 
FREE 


For POINT-OF-SALE ! 


READY-TO-STICK TAPE 


Get our bid 


on your 1948 requirements for 
Point-of-sale Signs, printed on this sticky cello- 
phane tape. QUICK DELIVERY — BEST QUALITY. 
Used by SWIFT, OLD DUTCH, WILSON'S, Etc. 


Write MARK'ANDY, Inc., St. Louis 22, Mo. 


and label the bottles, put them in | 
a case which costs 80 cents, and | 
get them to consumers—12 ounces | 
for 5 cents. The bottler, driver 
and parent company all must 
make a living out of it, and the 
store gets 50% profit. 


Effects Many Savings 


“To do this, we’ve had to ‘en- 
gineer’ savings on all steps. For 


the soft drink business who refine 
our own sugar and make our own 
crowns. Pepsi-Cola today is again 
priced predominantly at 5 cents. 
We give the public the benefit of 
the savings. 

“2. We merchandise and ad- 
vertise to make the public increas- 
ingly aware of our product and 
its value. 

“The advertising program must 
be streamlined to fit the job we)! 
want to do. There can be no set) 
rules for it. 

“We develop each campaign to, 
fit the particular public a medium 


ADAPTABILITY—Pepsi-Cola believes ardently in fashioning advertising to fit 

the medium. Here are a Life half-page, in the magazine's picture style; a car- 

toon page for The New Yorker; and a “women's club" half-page for women's 
service and similar books. 


magazine campaigns at the same! Yorker (which brought squawks 
time. The series in Time, for ex- | from New Yorker editors because 


is designed to reach.” Pepsi-Cola ;ample, employs a different ap-/| Pepsi cartoons. by this magazine’s 
/may run seven or eight different | proach from the one in The New artists were funnier than those 
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This year, 
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National Representatives . . . O'Mara & Ormsbee, Inc. 
San Francisco 


New York * Les 


C 


Angeles ° Detroit * Chicago * 


OLD LURED MEN to this part of California. And made 
G many of them rich. But what makes general prosperity 
in the Valley of the Bees today is a healthy variety of enter- 
prises. Farming, lumbering, mining, manufacturing and 
processing add up to nearly 2 billion in buying power... 
support an annual retail trade that tops San Francisco's by 
250 million.* 

Yes, these prosperous Valley people ought to be good 
customers of yours. And they will be if The Sacramento Bee, 
The Modesto Bee and The Fresno Bee are on your California 
schedule. In an area containing three quarters of all the 
Valley's buying power, these three McClatchy papers far out- 
circulate and outsell all competition—local and West Coast. 


*Sales Management's 1947 Copyrighted Survey 


latchy — ewspapers 


THE SACRAMENTO BEE ~ 
THE MODESTO’ BEE 
THE FRESNO BEE 
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done by them for the magazine 
itself.) The Sunday comics char. 
acters, “Pepsi” and “Pete,” are 
something else again. . . 

“When we wanted to go into 
women’s service magazines,” Wa]- 
ter Mack said, “the agencies 
turned up with the same old wom- 
en’s magazine stuff. I said ‘nuts’ 
to them. And instead we started 
in Good Housekeeping, Ladies’ 
Home Journal and Woman’s Home 
Companion, last May, a ‘Good 
Neighbor Club,’ in which we of- 
fered $1,500 in prizes monthly for 
ideas to emphasize good neighbor- 
liness. 

“The advertising people stil] 
thought I was all wet. .. But 
we've been getting 30,000 entries 
monthly—as well as thousands of 
letters thanking us and asking us 
to extend it all over the world! 

“By appealing direct to the con- 
sumer, in his own ‘language’—by 
amusing, stimulating and remind- 
ing consumers in their own homes 
—we insure the acceptance of our 
product without spending too 
much en route with middlemen.” 

Mack -“dreamed up” the current 
contest on the beach at Bermuda. 
It took a bit of persuading, or at 
least explaining. He admitted that 
he “overrules” his own and the 
agency people on his advertising 
ideas, ‘but “I want to know the 
worst they can say about them.” 


But Not His ‘Secretary’ 


One associate whom he may 
not overrule is the former Ruth 
Juergensen, his tall, blonde sec- 
retary at Phoenix Securities who 
went with him to Pepsi-Cola and 
became. assistant secretary and 
personnel director of that com- 


pany, and then Mrs. Walter 
Staunton Mack Jr. 
The current monthly issue of 


“The Pepsi-Cola,” for and by em- 
ployes, devoted seven pages to the 
company’s advertising. It showed 
pictorially how a Pepsi newspaper 
ad is prepared; boasted of Pepsi’s 
progress in skywriting; presented 
movie star Greer Garson and 
Mack opening the company’s Office 
of Public Information and Com- 
munity Services in Times Square; 
told of the opening of Pepsi Bars 
in department stores, and of fash- 
ion shows for teen-agers. 

The advertising department's 
No. 1 job is creation of point-of- 
purchase material. Pepsi - Cola 
spends “nothing” on it—bottlers 
buy it from the company at cost— 
but on the average the bottlers 
devote 40% of their budgets to 
p.o.p. 

The interview was interrupted 
by a long distance phone call. 
Mack was advising a friend to 
take on a certain Pepsi bottler 
franchise. The territory, Mack 
said, had nearly 1,000,000 popula- 
tion but sales were only about one 
case per capita per year. Mack 
was sure that the other could build 
this to 2% to three cases. 


$420,000,000 Volume? 


I apologized for listening—and 
then asked if two or three cases, 
or 48 or 72 bottles, would be 4 
national consumption  avera£e. 
Your lightning calculator figured 
that, say, 2% cases, or 60 bottles, 
would mean 8,400,000,000 bottl: 
of Pepsi annually consumed 
140,000,000 Americans. At 5 cen 
a bottle this would bring a reta'! 
volume of $420,000,000 to Peps - 
Cola. 

Walter Mack laughed, and sa ! 
that consumption varies in warm 
‘and colder sections of the cou!- 
try. In the South it runs abow' 
five cases or 120 bottles per ca! - 
‘ita. He added that the potent! 
‘there is about twice that figure. 

And I guessed that, before t! 
end of another Mack decade, we 
all be putting out $1 billion § 
more annually to hit our colle 
|tive spots. .. 

Provided Coca-Cola and Royé 
| Crown and the rest of them don 
‘get busy and- do somethin: 
| about it. 
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Schenley, in 400 
Dailies, Fights 
Grain Allocation 


New YorK—In a 1,200-line in- 
sertion in some 400 newspapers in 
the 45 “wet” states last week, 
Schenley Distillers Corporation— 
which had admitted that it was 
considering legal action to test the 
law limiting the amount of grain 
which distillers may use—took its 
case to the nation and its legisla- 
tors in “an open letter to the Con- 
gress of the United States.” 

The ad, placed through Biow 
Company, probably is the first of 
a weekly series. 

Licensed Beverage Industries, 
which embraces Schenley as well 
as the other major distillers, has 
been considering a campaign on 
the grain allocation plan, through 
Fuller & Smith & Ross, but no 
decision has been made. 


Some Not Affected 


Major distillers which have 
large Canadian sources, such as 
Seagram and Hiram Walker, 
liquor sources said, do not face 
the possibility of complete market- 
ing shutdowns. 

National Distillers said that it 
does not plan to run advertising on 
the situation at this time. 

Among other things, Schenley 
pointed out that it “lived up to its 
obligations,” under the recent 60- 
day shutdown, ‘100%.’ However, 
some American and the Canadian 
and British distillers, Schenley 
showed, did not close. The shut- 
down did not save wheat, “be- 
cause in the process of distilling 
we return to the farmer feeds... 
which in the opinion of experts 
have an equal or greater feeding 
value than the grain we used.” 

Also, the distilling industry 
“uses less than 1/1000 of 1% of 
the total wheat crop” and nor- 
mally only 2% of the corn crop. 

The United States today has 
“less aged whisky per capita than 
in any distilling country.” 

“This whole question,” involv- 
ing the jobs of thousands of work- 
ers and the payment by the in- 
dustry of $2.5 billion in federal 
and state taxes, Schenley empha- 
sized, “should be investigated by 


Congress.” Distillers, workers, 
farmers and “communities that 
are being ruined,” should be 


heard. 


Sterling Promotes Gray; 
Shifts Linsner, Deakins 


R. E. Gray, recently appointed 
general sales manager of the 
newly formed Centaur-Caldwell 
division of Sterling Drug, Inc., 
New York, has been elected as- 
sistant secretary of Sterling Drug 
Corporation, New York. 

K. H. Linsner, former sales 
Manager of the Dr. W. B. Cald- 
well Company division, has been 
appointed western sales manager 
of Centaur-Caldwell, with head- 
quarters in Monticello, Ill. F. M. 
Deakins, formerly Centaur’s as- 
sistant sales manager, has been 
Named eastern sales manager. 


Danvers Joins Contempo 


Robert S. Danvers, formerly in 
charge of copy on _ nutritional 
Products of E. R. Squibb & Sons, 
New York, and prior to that di- 
rector of advertising for William 
R. Warner & Co., has been ap- 


Kay Opens Exhibit 

Kay, Inc., New York, creator 
of Kay Displays, has opened an 
exhibit of point-of-sale material 
at the Penthouse Gallery, 9 E. 
40th St., New York. National ad- 
vertisers represented include: 
Elizabeth Arden; Bates Fabrics; 
Bayer Company; Beatrice Foods 
Company; Bigelow-Sanford Car- 
pet Company; Borden Company; 
Carstairs; Cluett, Peabody & Co.; 
Coca-Cola Company, and others. 
The exhibit is open Tuesdays 
through Fridays from 10 a.m. to 
5 p.m. . 


Elects Wells V.P. 


Lee Wells has been elected vice- 
president in charge of new busi- 
ness of Ormsbee, Moore & Gilbert, 
Milford, Conn. Before joining the 
company in July, he was adver- 


tising director of Casco Products, | 


Inc., Bridgeport. 


Sexauer Names Reiss 


Reiss Advertising, New York, 
has been appointed to direct the 
advertising of J. A. Sexauer Mfg. 
Company, New York. 
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ABOUT CANTON, OHIO 
READY NOW! 


semen PENI I 


VICK FACTS 


(ee Here are all the facts you need to sell the compact Canton, Ohio, 


industrial-agricultural market . . . city and county sales by merchan- 
dise classification . . . data on wholesale and retail outlets . . . list of 
wholesalers, jobbers, chain stores, principal independents . . . analysis 
of population and income .’. . bank resources . . . information on 
housing, utilities meter connections, telephones, passenger cars . . . 
all arranged in one convenient booklet for quick reference. 


The booklet also contains circulation breakdown, management, 
editorial policy, rates, merchandising service, and mechanical re- 
quirements of The Canton Repository. You'll want that, too, 
because The Canton Repository is the ONE medium that covers— 
and sells—this $315,000,000 market. The Repository gives you 100% 
coverage of the City of Canton. 99.3% home delivered, 81.7% 
coverage of Stark County, 88.7% home delivered. 


WRITE FOR YOUR COPY OF THIS BOOKLET : 


A BRUSH -MOORE NEWSPAPER 


THE CANTON REPOSITORY canton, onio 


NATIONALLY BY STORY, BROOKS AND FINLEY 


NOW... 


Reach Operating Executives | 


Clear Across the Nation 


Advertise for the “YES” that gets ACTION . . . through the pages that decision- 


making executives value more highly than any other publication. 


operating leaders. 


HE New York Journal of Com- 
merce and the Chicago Journal 
of Commerce provide a nation-wide 
audience of business and industrial 


dents, vice-presidents, and other pro- 
duction, purchasing, sales and traffic 
executives. J-of-C circulation repre- 
sents the highest concentration of busi- 


A Few of Thousands of 
J-of-C Advertisers Who 


Po nted head of the medical serv- 
lee division of Contempo Adver- 
“Using Artists, New York. 


WMAW Names Sandison 


‘ames G. Sandison, formerly 
‘Tanager of the Boston office of 
Ec ward Petry & Co., has been ap- 
bo.nted commercial manager of 
Stitions WMAW and WMAW-FM, 
M lwaukee’s new 5,000-watt inde- 


Pe ident station. Mr. Sandison was | 
at one time an account executive | 


of WTMJ, Milwaukee. 


| 
| 
| 


As America’s only complete daily 
business newspapers, they carry ex- 
clusive news features that active top 
management men depend on, day by 
day. In addition, each carries the spot 
news of its own business area—every 
24 hours. 

The Journal of Commerce (New 
York and Chicago) holds the confi- 
dence of over 75,000 subscribers who 
pay $20 a year to read it. A proved 
readership of more than 200,000 presi- 


; ; 1 ; Are Also Subscribers 
ness and industrial decision-making : 
officials now available to advertisers. American Airlines 
If you advertise a business product Old Gold Cigarettes 
or service, a commercial or industrial General Electric 
commodity, a sonsumer product with Mark Cross 
a top-income market, or an institu- New York Central Railroad 
tional message for top management, General Motors 
Gulf Oil 


write or telephone for the Story of 
the Greater J-of-C Market and rate 
cards. One order buys this nation- 
wide coverage. Get to the men who 
DECIDE . . . in the dailies that HELP 
them decide. 


Celanese Corporation 
The New York Times 
National Distillers 
Birds Eye Frosted Foods 


The Journals of Commerce 


Che Journal of Lommerce jy 


NEW YORK 


53 Park Row, New York 15, N. Y. 


MANAGEMENT ’S 


TOP 


GoopD 


Chicago Sournal of Commerce 


12 East Grand Ave., Chicago 90, Ill, 
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Ethington to Douglas 


Ethington Mfg. Corporation, 
Venice, Cal., has named Walter 
Douglas Agency, Santa Monica, 
to direct trade and consumer cam- 
paigns for its new Emcee rear 
compartment auto speaker. The 
consumer campaign opens with a 
color page in the March Sunset. 


Appoints Hilda Sherey 


Hilda C. Sherey has joined Al- 
fred J. Silberstein-Bert Gold- 
smith, Inc., New York, in an ex- 
ecutive capacity, handling wom- 
en’s fashion accounts. 


WHAT’S GOING ON? 


@ Manufacturers and their advertising 
agencies are using this inexpensive 
clipping service for collecting editorial 
publicity, for making research and 
market studies, for maintaining com- 
petitive advertising files and for de- 
yeloping sales prospects on certain 
types of products and services. 
New Booklet No. 10 “How Business 
Clippings” tells the whole story 


BACON’S CLIPPING BUREAU 


BUSINESS * FARM GENERAL 
PAPERS PAPERS * MAGAZINES 


314 So. Federal St.. Chicago 4 


‘Gold Dust Twins’ 
of U. S. Economy 
Lashed by Timken 


Canton, O.—The “new gold dust 
twins of our ailing economy”—a 
general wage increase and gen- 
eral price increase—came in for 
a lambasting last week as Tim- 
ken Roller Bearing Company 
started a weekly series of plant- 
city newspaper ads warning that 
“GWI” and “GPI” cannot be 
separated, “no matter what the 
politicians say.” 

At the same time, L. M. Kline- 
dinst, vice-president, dispatched a 
letter to approximately 10,000 
Timken customers, enclosing a 
proof of the initial quarter-page 
ad and announcing that the com- 
pany may be forced to abandon its 
90-day price guarantee policy. 

Assailing “union monopolists” 
who have already served notice 
that wage demands will soon be 
made, Mr. Klinedinst said: 

“We think the American people 
should know that every general 
wage increase without increased 
production results in a general 


price increase, and the best way 
to do it is to link the two together, 
to establish an association pattern 
in the public mind. We think, too, 
that if another general wage in- 
crease is foisted upon the Ameri- 
can public—the general price in- 
crease that must accompany it 
should be made at once and not 
months later when most people 
have lost sight of the cause and 
it is used as reason for still an- 
other general wage increase.” 


‘Can Call the Tune’ 


Both “GWI” (general wage in- 
crease) and “GPI” (general price 
increase) seem inevitable in 1948, 
the Timken executive declared, 
because, “with a complete monop- 
oly in coal, steel, farm machinery, 
automobiles, electrical products, 
transportation and oil, the union 
leaders can call the tune at any 
time.” 

Timken recently guaranteed its 
prices to March 31, but, Mr. Kline- 
dinst said, “with further wage in- 
creases looming ahead, we may 
be forced to discontinue that pol- 
icy of guaranteeing prices 90 days 
ahead and an increase in prices 
after March 31 may be forced 
upon us, as it will, no doubt, be 
forced upon you.” 

The company, producer of 
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GWI--- GPT 


AMERICAN ECONOMY 


In the next few weeks, you are going to hear a great deal about GWI 
(General Wage Increase) and GPI (General Price Increase) the new gold 
dust twins of our ailing economy. 


Union leaders have already issued notice from on high that a new general 
wage increase will be demanded. 


The men who have spoken have an absolute labor monopoly in many in- 
dustries in this country. In their pronouncements is a veiled threat that 
if the wage increases are not forthcoming — strikes will again paralyze 
American industry. 
7. > . 

We have already seen the effect of wage increases without increases in 
production, (prices go up — when wages go up) and we know that infla- 
tion is a direct and immediate result. Another round of wage increases 
without an increase in production per man hour will, of course, again 
increase the prices of all the things we buy. 


No one knows when the vicious spiral of increased wages and increased 
prices will end. With a complete monopoly in coal, steel, automobiles, 
farm machinery, electrical products, transportation, and oil, the union 
masters can call the tune at any time. 


No one knows what the dollar will be worth tomorrow, but today we 
know that it’s worth approximately 50 cents as compared with the 
dollar of the 30's. 


More production per man per day will be of greater value to the people 
of the United States than any amount of money given in general wage 
increases. Remember, a general wage increase gives just as much to the 


THE NEW GOLD DUST TWINS OF THE 


Covering Catholic Schools, Churches, Convents, Rectories, Institutions 


CHURCH PROPERTY 


ADMINISTRATION 
Published bi-monthly at Milwaukee, Wis. 


tapered roller bearings, special 
alloy steel and rock bits, employs 
approximately 17,000 and operates 
plants in Canton, Columbus, Mt. 
Vernon, Wooster and Zanesville, 
O., as well as a Canadian branch 
in St. Thomas, Ont. It is con- 
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John S. Knight, Publisher 


MIAMI-- 


ONE OF ONLY 3 U.S. CITIES 


TO TOP 1946 


ONSTRUCTION TOTALS 


GREATER MIAMI BUILDING 2nd 
HIGHEST IN NATION FOR 1947: 
FIRST PER CAPITA 


Figures released by the Public 
Administration Clearing House 
show building activity is at an 
all-time high in Greater Miami... 
one of only 3 cities to exceed 
1946 totals, and First in the 
Nation in per capita construction. 


Yes, Greater Miami has what it 
takes to give results. And one 
paper...The Miami Herald...has 
what it takes to get them. This 
year plan to top your own best 
performances by scheduling The 
Miami Herald...first in Florida in 
circulation and Advertising linage, 
and first in coverage of one 
of the nation’s most responsive 
year-round markets. 


Miami -- A Great International Market 


*® Story, Brooks & Finley, Nat'l Representatives 


*General Wage Increase. 


®*General Price Increase. 


man who loafs on the job as to the man who works hard and efficiently: 
It can never raise the standard of living. 


THE TIMKEN ROLLER BEARING COMPANY 


Jansary 20, 1943 


MORE PRODUCTION—That's of greater value than any general wage increase, 
Timken Roller Bearing Co. insists in this opening ad of a plant-city newspaper 
series to head off both GWI and GPI. 


structing a new rock bit plant in 
Colorado Springs and will soon 
open another bearing plant in 
Bucyrus, O. 


Opens Chicago Office 
Buxton, Inc., Springfield, Mass., 
manufacturer of billfolds and Key- 
tainers, will open a Chicago sales 
office at 36 S. State St., during the 
week of the Luggage and Leather 
Goods Convention, Feb. 15-21. 
Annabelle Hasson, formerly with 
Buchanan & Co., Chicago, has been 
|appointed head of the new office. 


Agency for Lanseair 
Lanseair Travel Service, Wash- 

ington, D. C., American affiliate of 

Lanseair Ltd., with offices in Lon- 


don, Paris and Milan, has ap- 
/pointed French & Preston, New 
| York and Washington, to handle 


its advertising in the United States. 


‘Financial World’s’ 
Annual Report Ads Out 


Financial World, New York, re- 
cently issued its Annual Report 
Survey containing 20 pages of the 
annual report advertisements of 
1946 which won Financial World 
awards. Included in the booklet 
is the announcement of Financial 
World’s eighth similar survey, 
which will consider all 1947-48 
annual reports published up to 
the closing date of June 25, 1948. 


Ward Joins Technical 


Richard M. Ward, formerly on 
group sales in the Cleveland office 
of McGraw-Hill Publishing Com- 
pany, has been appointed adver- 
tising sales manager of Technical 
Publishing Company, Chicago, 
publisher of Plant Engineering 
and Power Generation. 


Get ALL FOUR at ALLART! 
| 


Choose the best possible medium of 
reproduction for each individual job! 
ALLART offers you your choice of quality 
reproduction on point-of-purchase 
advertising, car cards, twenty-four 

and three-sheet posters! 

Ask our representative to call! 


CALLART convoration 


The hey organization in the Allart Graphic Group » 234 North Broadway, Milwaukee 2, Wisconsie 
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Alco Tells Its 
Workers What's 
Cooking for ‘48 


ScHENECTADY, N. Y.—Last week 
American Locomotive Company 
carried its employe information 
one step further than ever before: 
Instead of merely telling them 
how the company had done in the 
past year, it gave them a forecast 
of 1948 business prospects for the 
locomotive company. 

The forecast was not fancy. 
It was distributed to Alco’s 10,000 
workers in seven plants and vari- 
ous offices throughout the country 
in the form of a simple two-page 
typewritten “business bulletin,” 
headed: “What About 1948? A 
message to all employes from 
Robert B. McColl, president.” 

“An employe of a corporation 
such as ours has no way of esti- 
mating his future security accur- 
ately unless he has a good idea of 
the business outlook,” President 
McColl explained. ‘We want our 
employes to be in a position not 
only to make well informed de- 
cisions regarding their own future 
and the future of their families, 
but to make a major contribution 
to the growth and progress of the 
company as a whole. This is pos- 
sible only when they have ade- 
quate information.” 


All Out for Diesels 


The information in the report, 
entirely factual in content, was 
encouraging. President McColl 
saw the 1948 outlook as “promis- 
ing,’ with “all the work we can 
handle” and unfilled orders well | 
over $100,000,000, higher than last 
year. Mr. McColl also saw an 
enormous market for diesel-elec- 
tric locomotives, which he sees re- 
placing steam. In 1947, he told 
employes, 85% of production was 
diesels, with American doing al-| 
most 40% of the volume in this 
business. “We are close behind 
Electro-Motive which had a head 
start in the road locomotive field | 


and was helped by the war,” he | 


reported. | 

Other highlights: 

“Like the living costs of each 
of us, the living costs of the com- 
pany rose substantially during | 
1947. That made it all the more. 
necessary for us _ to _ operate 
soundly and economically. .. A 
company that does not have some- 
thing left over after paying for | 
materials, wages, overhead, taxes | 
and a decent return to its share- | 
holders, will soon become a poor) 
place to work... 

“Total profits for 1947 were 
considerably less than profits in 
1946. . . We did not earn enough | 
to pay our shareholders as much 
as they received in 1946 and still 
blow back into the business what 
we think it requires.” 

The steel spring division is an 
important contributor to the com- 
bpany’s success and can expect 
00d business for several years, 
and the Alco Products Division, 
which produces oil refinery equip- | 
ment, also faces prosperous times | 
if efficient, low-cost operations 
can be achieved, Mr. McColl said. | 


Four Name Weisser 


Joseph R. Weisser Company, | 
Boston, has been appointed to 
Nandle the advertising of Colum- 
‘ia Television Corporation, Stam- | 


| 
| 
| 


ford, Conn.; North American Safe | 
Company, Fall River, Mass.; | 
Texti-Vynol Distributors, Inc.,| 


Boston; and Jerry Shoe Company, | 
Boston, manufacturer of Enchant- | 
ress shoes. 


G-E Advances Gibson _ 


Robert L. Gibson has been ap- | 

nted manager of a newly cre- | 
ated personnel division of the| 
General Electric chemical depart- | 
Ment, Pittsfield, Mass. He also | 
Wil continue as manager of the | 
acvertising and sales promotion 
Givision. 


Copy Council Elects 


Mills Shepard, director of reader 
research for McCall’s Magazine, 
has been elected president of the 
Copy Research Council, New 
York. Other officers elected are 
Mark H. Wiseman, conductor of 
an advertising course, secretary- 
treasurer, and Gerald H. Carson, 
vice-president of Kenyon & Eck- 
hardt, and Victor O. Schwab, 
Schwab & Beatty, members of the 
executive committee. 


Boosts Russell Johns 


Russell C. Johns, general man- 
ager, has been appointed secre- 
tary and director of General 
Publishing Company, Chicago, 
publisher of Outdoorsman and 
Popular Homecraft. Mr. Johns 
also has been made a trustee of 
the corporation’s pension trust. 


Columbia Adds KLAS 


Station KLAS, Las Vegas, will 
become an affiliate of CBS when 
it begins broadcasting on March 1. 
With the addition of this 250-watt 
outlet Columbia stations will num- 
ber 174. 


National Co-ops 
Will Discontinue 
Monthly Magazine 


Cuicaco—National Cooperatives 
has voted to suspend publication 
of its Co-op Magazine, which it 
has published monthly since the 
beginning of 1945. 

National, which is the buying 
and manufacturing organization 
of 18 regional cooperatives in the 
U. S. and Canada, has also de- 
cided to sell its chemical products 
plant here. 

Laurie Lehtin, general manager 
of NC, said that it has been op- 
erating “in the black,” and is ex- 
pected to have record “savings” 
for the current fiscal year. 


WTOP Names Mitchell 


Maurice B. Mitchell has been 
named general manager of Station 
WTOP, Washington. He formerly 
was sales manager of the CBS- 
owned station. 


Get Emerson Sales Jobs 


Leslie M. Graham and Stanley 
Abrams have been appointed 
sales manager and sales promo- 
tion manager, respectively, of 
Emerson Radio & Phonograph 
Corporation, New York. Mr. 
Graham succeeds Charles O. 
Weisser, the company’s new West 
Coast representative. Mr. Abrams 
has been supervising factory, dis- 
tributor and dealer relations in 
California. 


3 Join ‘Apparel Arts’ 

Mark Beck, formerly with Mc- 
Cann-Erickson; Victor Dee, for- 
merly on the sales staff of Fair- 
child Publications, and Joseph 
Varga, formerly on the sales staff 
of the New York Times, have 
joined the sales staff of Apparel 
Arts, New York, published by 
Esquire, Inc. 


To Ivan Hill Agency 


University Extension Conserva- 
tory, Chicago, has placed its ad- 
vertising with Ivan Hill, Ince., 
Chicago. National music and edu- 
cational publications will be used. 


Joins Reincke, Meyer 


Lorraine Beck, formerly in the 
radio department of Ruthrauff & 
Ryan, Chicago, has joined Reincke, 
Meyer & Finn, Chicago. 


WASHINGTON 


...home of McKesson Appliance Co. 


Internationally famous in the field 
of medical apparatus 


his 7s Yoledo 
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Toledo inventive and manufacturing genius is not confined to industrial fields, 
but is evident also in the development and production of such scientific medical apparatus 
as the McKesson Appliances, known and used in hospitals the world over. 
International recognition has been accorded 


the McKesson Appliance Co. and its founder, 
Dr. E. I. McKesson, who invented and built 
his first model of anaesthesia apparatus in 
1912. Devoted to the professional spirit of 


scientific resea 


McKesson developed the company bearing 
his name into one of the largest enterprises 
of its kind in the world, producing anaes- 
thesia apparatus and accessory devices for 
general hospital as well as dental use... 
From all over the United States as well as 
from abroad come medical students for first- 
hand instruction in anaesthesia based on 
Dr. McKesson’s pioneering work. 


rch and manufacture, Dr. 


...and this is the 
TOLEDO BLADE 


Like all Toledo, The Blade is 


stantial contribution of so many of its citizens 
not only to the city’s vigorous industrial and 
business life, but also in professional and scien- 
tific fields. Toledo is indeed a city of many-sided 
pursuits, strong in the diversity of its interests 
and occupations. It is a city, too, in which is be- 
ing manifested a new spirit of belief and confi- 
dence... of steady progress today towards the 
ideal of an ever-finer TOLEDO TOMORROW, 


TOLEDO BLADE 


One of America’s Great Newspapers 


REPRESENTED BY MOLONEY, REGAN AND SCHMITT, INC. 
MEMBER DF AMERICAN NEWSPAPER ADVERTISING NETWORK 


proud of the sub- 
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ABC Bids for Ford 


ABC is making a strong bid for 
the Ford Theater, currently heard 
Sundays at 5 p.m., EST, over NBC. 
American executives are offering 
Ford Motor Company, which has 
never been happy about its spot 
on NBC, a choice nighttime hour 
for the dramatic production, 
which is handled through Ken- 
yon & Eckhardt. 


Whaley Names Maricle 


Wm. E. Whaley Company, 
Louisville, Taxiposter advertising 
company, has appointed A. Ray 
Maricle, formerly southern Cali- 
fornia division sales manager of 
Golden State Company, as West 
Coast representative. 


YOUR DESIGN — ON NECK-TIES! 


A_ DRAMATIC “PUNCH” FOR YOUR 
CONVENTIONS, SALES MEETINGS, 
MERCHANDISING PROGRAMS. 

Your design silk-screened on proud-to-be-worn 
ties. Cemplete service. 

Send rough sketch of your design and quantity 
desired for quotation, 

Suey 


The Esgey 
120 S. La Salle Stree Chicago 
Dearborn 6274 


Joint ANA-Four A's 
Know-the-Economy 
Program Launched 


Dailies, Radio, Strips, 
Film and Kit in Plan; 
K. D. Wells Manager 


New Yorx—After a couple of 
years of gestation, the Committee 
for a Better Understanding of Our 
Economic System finally delivered 
itself of its promotional child last 
week. 

The arrival was announced by 
Don Belding, current chairman of 
the joint Association of National 
Advertisers-American Association 
of Advertising Agencies commit- 
tee, at a press conference at the 


NORTH DAKOTA TOPS BILLION 
DOLLAR FARM PRODUCTION IN 1947 
AND 
FARGO BANK DEBITS UP 124% 


Fargo, N. D. and 


Adjacent Moorhead, 


Minn., Debits Total are $801,830,000. 


The Fargo Forum is 


47,000 daily and 


distributing 
Sunday editions in 


this “good business” market. 


THE FARGO FORUM 


Published Morning, 


Evening and Sunday 


FARGO, NORTH DAKOTA 


Affiliated with Radio Station WDAY 


Representatives, Kelly-Smith Co. 


COMES THE 
REVOLUTION 


t 


sronsoas wawet 
. 


Whats ahead fr America?” te opto you! 


Study these Symbols Caretuliv. Folks! 


THERE'S ONLY ONE PLACE ON EARTH WHERE Ty) 


HAVE EVER BMISTED IN COMBINATION. 2... 4.) 
THAT HAS ALOT 7O DO WITA VOUR FUTURE’ 


* TOMeNTT CE PUR @ BETTER UNDERSTANOING OF OUR ECONOMIC SYSTEM © 


see 


IN MAGAZINE SERIES—Here are rough proofs of three of the ads prepared by task-force agencies for the ‘mass educa. 
tion job on the American economy," to start in April magaziies under sponsorship of individual advertisers. These three 
were suggested by McCann-Erickson, Batten, Barton, Durstine & Osborn, and J. Walter Thompson Co. 


Four A’s offices here. 

Kenneth D. Wells, former west- 
ern manager of the National Fore- 
men’s Association, has been 
named operations manager of the 
whole program, with headquar- 
ters—for the present at least—at 
the Four A’s, 420 Lexington Ave. 

The program has been de- 
veloped by the joint ANA-Four A’s 
committee—headed, in turn, by 
Howard Chase of General Foods, 
|H. M. Shackelford of Johns-Man- 
‘ville, and Mr. Belding—with an 


advisory committee of the Adver- | 


|tising Council, 
Fund is chairman. 


board of Foote, Cone & Belding, 
at Los Angeles. 


Based on Surveys 


The program was conceived, he 
told AA prior to the conference, 


other local leaders. 

“Already,” he said, ‘material 
on the plan has been shown be- 
fore 3,000 people and 2,000 plan- 
for-action kits have been sent 
out.” 

The slide film—based on a re- 
port by Jack Smock, FC&B, Los 
Angeles—has been cut from 42 to 
28 minutes. The kit—to be kept 


| All copy 


“constantly up to date” with case 


|histories of effective labor - man- 
jagement relations—will be ready 
|for general distribution Feb. 1. 


Copies will be available for 


of which Evans | local use of the council’s messages | 
Clark of the Twentieth Century |on economic education. These will | 
| emphasize 
Mr. Belding is chairman of the | labor - management 
|the advantages of the system to 
\“the lower-paid worker,” and “the 


the of 


” 


“advantages 
cooperation, 


” 


inherent strength of the system. 


| Committee Okays Copy 


is approved by the 


las the result of surveys which |council’s advisory committee, com- 


showed that “40% of our indus- 
trial workers either are apathetic 
toward or opposed to” the Ameri- 
can competitive, free-rights sys- 
tem. 

One phase of it is by individual 
companies with their employes 
‘and in plant cities. The second 
is across-the-board promotion. 
The third is the job, under Mr. 
Wells, of putting both on a per- 
manent plane. The Advertising 
Council is concerned with Part 2. 

Under Part 1, Mr. Belding ex- 
plained, the joint committee is en- 
‘listing entire industries, such as 
food or clothing, each to appoint 
one individual to sell the program 
to management in its field. He 
asked the Newspaper Advertising 
Executives Association in Chicago 
a few days ago to organize, 
through member publishers, local 
meetings of business, labor and 


|posed of Clark, Shackelford, Bel- 
\ding, Boris Shishkin, economist of 
the American Federation of Labor, 
‘and Paul Hoffman, head of Stude- 
| baker Corporation and of the 
|\Committee for Economic Develop- 


ment. 


Representatives of educa- 

tion, social service, the clergy and 

the CIO will be added to it. 
Under Part 2, Mr. Belding ex- 


job on the American economy” 
will be “rolling” by April 1, when 
a magazine campaign gets under 
way. Advertisements prepared by 
‘four task-force agencies—Batten, 
Barton, Durstine & Osborn, Mc- 
Cann-Erickson, Ruthrauff & Ryan 
and Young & Rubicam—will be 
used or adapted by individual ad- 
vertisers. The 11 ads in this series 
are now undergoing what is ex- 


pected to be the last revision. 


Clients of FC&B and J. Walter 


pects that “the mass educational ; 


Thompson Company (reportedly 
Johns-Manville) will be among 
the first to run campaigns based 
on these themes. 


Employs Fisher Cartoons 


Cartoonist Ham Fisher has pre- 
pared a series of strips dramatiz- 
ing the Bill of Rights and the con- 
trasts between the American and 
Soviet economies, which Editor & 
Publisher will offer to newspapers 
at cost. A five-a-week serial pro- 
|gram over CBS Station WJR, De- 
‘troit, began Jan. 19. An editorial 
‘committee headed by William L. 
Chenery of Collier’s is working 
/out plans for magazine coopera- 
ition. Ted Little, Campbell-Ewald 
‘Company, Detroit, is handling 
|both the newspaper and radio 
| programs. 
| A free booklet, “Miracle of 
| America,” is being offered. 

Individual Americans will be 
asked to “find out for yourself 
what helps Americans produce 
more”; “How can I, in my job, 
turn out more?”’’; to “discuss with 
your friends and neighbors what 
makes our whole producing and 
|distributing machine tick,” and 
“if you own or manage a busi- 
ness ... seek the cooperation of 
your helpers in finding better 
methods—and then share the gains 
with everybody through higher 
wages and lower prices.” 


Opener Features Statements 


Ad No. 1 (JWT agency) is ex- 
_ pected to feature photographs and 
|statements of a dozen representa- 
|tive Americans—emphasizing ini- 
|tiative, free markets, labor’s right 
to organize and the consumer's 
‘right to choose, etc., and the fact 
‘that “in combination .. . they add 
up to the American Way of Life.” 

No. 2 (McC-E) is headlined, “A 
| tremendous thing has happened in 


you can wach 1,000 prospects with a 
Gull page for #7.60 


EAGLE 


7 


The Eagle Magazine with 1,052 
fraternal publication in its field, 


MAGAZINE 
Eagle 
Elks . ° 
Foreign Service 
legion 2. «le 


5 


le tent til - 


Sy, ae, 


,000 circulation, is the fastest growing 
and the following figures taken from 


Standard Rate and Data show that its rates are the lowest: 
RATES FROM JULY 15, 1947, SRDS 


MAXIMIL MINIMIL 
3.74 3.56 
5.10 4.84 
4.42 4.12 
- «« 6.24 7.84 


LOE OO - 


704 WARNER BUILDING - MILWAUKEE 3, WIS. 
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the last ten minutes,” and points 
out that dictatorships , are 
as old as time itself,’ whereas 
“compared to all history, this free 
way of ours is ten minutes old.” 

No. 3 (Y&R) tells “what hap- 
pens to your job if we get atomic 
power.” New machines may re- 
place workers temporarily but in 
the end would create more and 
better jobs. And “all of us can 
have more goods .. . by working 
more efficiently for shorter hours.” 


System ‘Isn’t Perfect’ 


A piano is not tuned, says No. 
4 (BBDO) by chopping it up. 
“Our American way isn’t perfect,” 
but it’s a good system, and it can 
be improved “by all of us working 
together to turn out more for 
every hour we work.” 

“Comes the Revolution,” in bold 
plack type (over a picture of a 
family sitting comfortably at 
home, reading, and listening to 
the radio) is the headline of No. 
5 (McC-E). “You—the American 
citizen—are the greatest revolu- 
tionist in history! You have met 
those age-old tyrants—cold, hun- 
ger, dirt, disease—and hurled them 
back. .. If we continue to make 
(our) system work ... then other 
nations will follow us.” 

No. 6 (JWT) stresses the im- 
portance of “pulling together: 
Production goes up; income goes 
up; work hours go down, and ma- 
chine power helps us do it,” 
through “teamwork.” 


‘Happiness Machine’ 


No. 7 (McC-E) is a fairy story 
in cartoon-continuity form about 
a group of people who, once upon 
a time, “built the best happiness 
machine in history.” But they got 
to fighting over who should get 
the most happiness. The machine 
slowed down. The “price of hap- 
piness skyrocketed,” and they all 
died of a broken heart. 

A better ending to the story, | 
says the ad, is for all Americans 
to work together, invent and use 
more and better machines, in- 


the people—by the people—for the 
people.” 

Chairmanship of the joint com- 
mittee alternates annually be- 
tween the ANA and the Four A’s. 
Don Belding told AA that he in- 
tends to step out, probably March 
1. The chairman for the remainder 
of the year, ending next Novem- 
ber, will be another agency man. 


Casco Appoints Davis 

Harry B. Davis Jr., formerly 
New York district manager of 
the Toastmaster products division 
of McGraw Electric Company, has 
been named assistant sales man- 
ager of the appliance division of 
Casco Products Corporation, 
Bridgeport, Conn. 


Smallwood Elected 

Robert B. Smallwood,: president 
of Thomas J. Lipton, Inc., Ho- 
boken, N. J., has been elected 
president of the Tea Association 
of the United States, succeeding 
J. Grayson Luttrell, vice-president 
of McCormick & Co., Baltimore, 


the association. 


Belding Derides 
Adams’ Charges 


New York —“Nobody talks 
about a dead one,” said Don 
Belding in referring to a _ talk 
which Marshall Adams was to 
have made— but didn’t — before 
the Detroit Adcraft Club. 

Mr. Adams, of Mullins Mfg. 
Corporation, Warren, O., a direc- 
tor of the ANA, was to have told 
the Detroit club (AA, Jan. 19) 
that the joint ANA-Four A’s cam- 
paign for a better understanding 
of the economic system might be- 
come “the greatest blunder ever 
committed in the name of adver- 
tising.” 

Mr. Belding, of Foote, Cone & 
Belding, Los Angeles, chairman of 
the joint committee, told AA that 
“obviously, Mr. Adams has not 
been exposed to the entire pro- 
gram. 


Figures on Plant Cities 


who will continue as a director of | 


“If he had been, he would have 
known that the plant city drive 


is part of it. This point is proved 
by our hiring of Kenneth D. Wells 
of the National Association of 
Foremen as operations manager 
for the entire program. 

“I don’t agree that the adver- 
tising business should take no 
part in this national education 
effort. We must do so if the situ- 
ation is to be met.” 

Mr. Belding cited campaigns of 
individual companies to explain 


the economic system—specifically | 
of Union Oil Company of Cali-| 
fornia, through FC&B which, he| 
said, had accomplished “great| 
results,” and of Warner & Swasey, | 
Pitney-Bowes and the Bell Sys- 
tem. 

In the second, or “national” 
part of the joint program, he ex- 
plained, “we are simply utilizing | 
the creative forces of the entire | 
industry to aid such campaigns.” | 


Names Hixson-O’Donnell 


The I. Magnin & Co. group of 
stores (seven in California and one 
in Seattle) has appointed the! 


Muriel Johnstone fashion division 
of Hixson-O’Donnell, New York, 
to handle its advertising in na- 
tional fashion magazines. 


Names Klemtner Agency 


Paul Klemtner & Co., Newark, 
has been named to direct the ad- 
vertising of Rare Chemicals, Inc., 
Harrison, N. J., pharmaceutical 
manufacturer, in professional jour- 
nals and direct mail. 


FOR SALES MEETINGS 


and PROMOTIONS! 


Real Service in 
Planning and Producing 
* Sales Presentations 
* Flop Overs 
© Meeting Charts 
*® Graphs — Displays 


Phone or write 


ARROW BUSINESS SERVICE 
22 W. MONROE ST., CHICAGO 3, itt 
Phone CENtra! 0056 


crease production and wages. . | 

“And by 1950 they’d passed the | 
wartime ‘miracle of production.’ | 

“And some years later there! 
wasn’t an ill-housed, ill-fed, or 
ill-clothed person in America.” | 

In No. 8 (JWT) a good-looking | 
young man (named Sweeney) | 
says: “Okay—but what’s in it | 
for me?” The Joint Committee | 
replies that the nation’s output | 
per man hour rose from 63 cents | 
in 1910 to 131 cents in 1946 (in | 
cents of today’s purchasing) 
power); machine power in this| 
period climbed from 75 billion | 
horse power-hours to 340 billion 
horse power-hours; per capita in- | 
come from $730 to $1,250 (in dol- 
lars of today’s purchasing power) 
—while the average work week 
dropped from 58 to 44 hours. 


Lists Rewards for Work 


No. 9 (McC-E) describes Amer- 
ica’s “reward for midnight oil. . . 
People will work amazingly hard 
if they get something extra for 
doing it. Through the years it 
has stimulated Americans to in- 
vent new and better machines... 
to invest in new enterprises ... to 
create the world’s greatest indus- 
trial plant .. . to compete in free 
markets.” 

In a message to “Dear Soviet | 
Teachers,” No. 10 (McC-E), the} 
committee quotes from a news| 
Gispatch quoting Pravda as urg-| 
ing them to fill their students with | 
“profound contempt for .. . the 
bourgeois culture of the West.” 
i. suggests that the teachers Say | 
!othing about American oppor- 
‘unity for advancement, rewards | 

ir initiative, standards of living, 
iventions, and “dynamic way of 

fe.” 

No. 11 (JWT) 

udy of a dozen “symbols,” rep- 

‘senting such American-way fac- 

rs as the right to choose work | 

e like, competition, unlimited | 
pportunity, and “government of | 


urges careful 


illustrating use of 


A VARIETY OF CHEESE foR EVERY TASTE 


COLORFUL DECAL SPOT WINDOW SIGNS 
SPUR SALES AT POINT-OF-PURCHASE 


Meyercord Decal signs do a color- 
ful selling job on dealer store win- 
dows, back-bars, mirrors, counters 
and doors. They're durable, wash- 
able and can be produced in any 
colors or size. Write for brochure 


y KRAFT 


Decal Signs. 


DECALS OFFER DURABLE 
LOW-COST IDENTIFICATION 


. Decal trademarks, operating instruc- 
tions, patent data, etc., are easily and 
quickly applied on any commercial sur- 
face—in ‘any colors or size desired. Sim- 
ple Meyercord adhesive methods are 
adaptable to high speed production 
lines. Free technical service on request. 


TRUCK DECALS CONVERT “COST-FREE” PANEL 
SPACE OVERNIGHT INTO MOBILE BILLBOARDS 


ADVERTISERS! 


Economical for a dozen trucks or a 
thousand! Overnight application 
Saves out-of-service loss. Investi- 
gate the advertising value of Meyer- 
cord’s weather-tested, durable 
Truck Decals. Write for brochure. 


COLORFUL DECAL DECORATIONS 
STEP-UP PRODUCT EYE APPEAL 


Hundreds of stock designs are 
available. Exclusive designs on 
request. Easily applied at a frac- 
tion of hand-painting time and 
cost on wood, metal, plastic or 
glass. Washable. Durable. Write 
for free decorating information. 


FLEET OWNERS! 


A limited supply of these Meyercord Decal Window Sign and 
Truck Decal full-color brochures are available free to executives 
concerned with advertising and fleet operation. They show how 
and where to use Decals. Mention brochure desired when writ. 


ing. Company letterheads, please. Address Department ~ 3-1. 
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MEYERCORD(.. 


World's Largest Decal Manufacturer 
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FAIRCHILD BUSINESS PAPERS — THE CRUX OF THE BUSINESS NEWS 


This New Fairchild Building is a must. Business news 
has long‘overflowed its own vacuum. Commerce has 
lost its leisurely and isolationist status. The law of 
supply and demand is becoming more and more 
vulnerable to every social and political happening 
everywhere in the world. 


So things are happening fast. And our more than 
117,000 subscribers are now following Fairchild Bus- 
iness News with unusual intensity . . . thankful for the 
day-by-day picture and blow-by-blow descriptions . . . 
all provided dispassionately and objectively . . . and 
when it does them the most good. 


WOMEN'S WEAR DAILY DAILY NEWS RECORD RETAILING HOME FURNISHINGS 


Cale 


d for hair trigger news 


This new building will enable us to get out the business 
news still faster; because it will enable us to gather and 
disseminate the news faster. And no matter how much 
faster the pace may accelerate from hereon, we'll stay 
on top of the news; because we now have the where- 
withal to stick with it. 


More elbow-room for more than 1100 home office 
employees . . . better teamwork with the 254 em- 
ployees in the key cities of this country . . . better 
two-way news service for the 327 Fairchild correspon- 
dents scattered around the world (employing one of 
the largest news gathering staffs in the publishing field). 


FAIRCHILD PUBLICATIONS 


8 East 13th Street, New York 3, N. Y. Phone ORchard 4-5000 
Covering the Textile, Apparel, Home Furnishings and related industries 


MEMBER AUDIT BUREAU OF CIRCULATION 


MEN'S WEAR FOOTWEAR NEWS FAIRCHILD BLUE BOOK DIRECTORIES 
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Advertising Age, January 26, 1948 


PHOTOGRAPHIC 


TALKS ON BUSINESS PRESS—Stanley A. Knisely (second from right), executive 


Papers, is shown with a group of Cincinnati Industrial Advertisers members after a talk on “What the Business Press Means 
to Business.” Left to right are: Glenn Ulfers, secretary-treasurer, CIAA; Harry Melville, Railway Mechanical Engineer; Mike 
Kearney, Materials & Methods; Robert Anderson, American Machinist; Mr. Knisely and Howard Campbell, Gardner Pub- 


lications. 


TOBE AWARD WINNER—Beatrice Fox Auerbach (standing), president of G. 

Fox & Co., Hartford, Conn. department store, winner of the fifth annual Tobe 

award for distinguished contribution to American retailing, stands by while 

lew Hahn, president of the National Retail Dry Goods Association is inter- 

viewed by Nancy Craig, ABC commentator. Mrs. Auerbach was given a crystal 
plaque at the 13th annual Bosses Dinner in New York. 


rp - 
‘¢ | 
» a 4 pr 


D SCUSS VIDEO OPERATION—Opening a series of three meetings on tele- 
‘on held by the Hollywood Adclub were these members of a panel on 

‘levision station operation.” Left to right (seated) are Wes Turner, RCA 
'e evision executive; Harry Lubcke, television director of Don Lee-Mutual 
totion W6XAO, and Ray Monfort, television director, Los Angeles Times. 
nding: Mal Boyd, club program chairman; Charles Brown, program director, 
Stotion KFI-FM-TV, and C. Burt Oliver, vice-president of the adclub and Holly- 

wood manager of Foote, Cone & Belding. 
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“YOU MIX ‘EM... BUT 


Fussy about Old Fashioneds? Remember this: All your Pa 

favoriic mixing tricks mean litle uniess the whiskey is Tastier 

tasty... that is why experts pour “Thompson.” ht's better because 
it's WED «IN + THE »« WOOD... Aged Glenmore it's... 

whiskies are blended with choicest grain neutral spirits but, 

instead of being bottled immediately, “Thompson” is put 

back into barrels w assure perfect blending. This old-time 

method takes longer and costs more but it gives you the 

extra quality you need to really make any drink you serve. 


Glenmore Distillerics Company « Lowisville, Kentucky 


vice-president of the Associated Business 


POSTER-TYPE—Glenmore Distilleries Co., Louisville, has scheduled this four-color 

page in February issues of American Magazine, Collier's, Cosmopolitan, Esquire, 

Field & Stream, Outdoor Life, Sport, Sports Afield and True. D'Arcy Advertising 
mt Ovi Wank, CN SAU BUNS ermaem Co., St. Louis, is the agency. 
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HOW A DIETITIAN BUDGETS amr 
‘ to meet today's rising prices! me 


Pay 
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AYLMER "se 


re ohm arg Hg Canners, 

amilton, ‘s rge- 

teri ned yes featuring Aylmer vege. PRESENTS BOOKS—One of the first acts of Dr. Herbert S. Houston (center), 

table soup and recipes for budget after being appointed director of the Memorial Edition of the Veterans of 

meals including the product. F. H. Foreign Wars Pictorial History of World War Il, was to present to Elon G. Bor- 

Hayhurst Co., Toronto, is the agency. ton (left), president of the AFA, a complete set of these books. Herman Fink, 
president of the Veterans Historical Book Service, looks on. 
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FIFTEENTH ANNIVERSARY—A 15-year-old association between Philip Morris & Co., New York, and its agency, The Biow 

Co., was celebrated at a dinner in New York, at which the client was guest of Milton H. Biow, president of the agency. 

Among those present were (seated left to right): W. E. Liebetrau, vice-president, Philip Morris; PM's Johnny; Alfred Lyon, 

president, Philip Morris; Milton H. Biow, president, The Biow Co., and O. Parker McComas, executive vice-president, Philip 

Morris. Standing (left to right): Milton Berle, star of the Philip Morris Tuesday night NBC radio program; William C. 
Foley, Thomas F. Gannon and Ray Jones, vice-presidents of Philip Morris. 
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af Grocery Inventory Ready 


The Washington Times-Herald 
has released the first report of its 
inventory of groceries in food 
stores in the nation’s capital, fol- 
lowing tests for the past year. The 
inventory follows the pattern ap- 
proved by the Bureau of Adver- 
tising, ANPA, and is being used 


" by sponsoring newspapers in 14 


other cities (AA, July 21, ’47). 


“Wall Street 
Sees Printing 


New Processes May 
Save Time and Cut 
Production Costs 


Thats how 
business men 
_-» ae 
NATIONS 
BUSINESS 
| Its The HOT 
— BOOK m He 
business Ke 


-—_ 


| NEw YorkK—A vertitable revo- 
lution in printing processes is now 
|under way, the Wall Street Jour- 
/nal reported Jan. 13, in an article 


izing the results of six weeks of 
on-the-spot investigation by the 
| Journal’s editorial staff. 

While the greatest changes may 
affect methods of typesetting and 


have their greatest impact on 
newspaper production, magazine 
and other mass printing may also 
‘be changed markedly, the Journal 
| Says. 

| Four newspapers 
York suburbs are now trying out 
'a “revolutionary way to make 
‘quicker engravings of photo- 
graphs,” Mr. Rutledge reports. “A 
whirring machine does automatic- 
ally in a few minutes what highly 
paid craftsmen, using cameras, 
chemicals and considerable know- 
how, do to create most newspaper 
|illustrations in an hour or more. 
To run this new machine one 
|needs little more training than 
|this correspondent, who after a 
few minutes’ instruction produced 
'a passable engraving.” 


Many Experiments Going On 


| “Four Florida weeklies,” the 
Journal reports, “are now being 
| published by far more drastic 


Roger W. Babson Predicts Continuing 
Business Volume Fo 


por 
Pe 


r Worcester In 194 


Complete coverage of 
this lively Worcester 
market is yours with the 
- Worcester Telegram- 
@ Gazette, daily circulation 
ever 140,000; Sunday 
over 100,000. 


the TELEGRAM -GAZETTE 


_ WORCESTER, MASSACHUSETTS 
oe GEORGE F BooTH Pubaishen- 


MOLONEY, REGAN & SCHMITT, INC., NATIONAL REPRESENTA 
‘ OWNERS of RADIO STATION WTAG 


by J. Howard Rutledge summar- | 


making engravings, and thus may | 


in the New | 


Journal!’ 
Revolution 


simplification [than that adopted 
by Chicago newspapers because of 
the typographers’ strike]. Out of 
the window are not only the cast- 
ing of type, but two other time- 
honored steps in printing: (1) the 
impression of the type against a 
paper matrix; and (2) the casting 
of this impression on a curved lead 
|plate. . . Instead, typed articles, 
their headlines, illustrations and 
ads, are all transferred by a pho- 
|tographic process onto a feather- 
| weight magnesium plate, which is 
|then bent to fit the press. 

“At its million-dollar labora- 
tory in Springdale, Conn., experts 
‘of Time, Inc., are hard at work on 
|a similar process. Curtis Publish- 
|ing Company is reported laboring 
'along the same lines.” 


Tries Electronic Ink Jump 


In similar vein, the Journal re- 
ports, press manufacturers are 
working on new developments. A 
notable one is the “jumping ink” 
of William C. Huebner, in the ex- 
perimental stage so long it causes 
a smile in press manufacturing 
circles, but nevertheless a serious 
“threat.” Under his process, there 
;would be no contact between the 
|printing plate and the paper. Ink 
|'would bridge the gap by an elec- 
‘tronic jump. Such a process would 
revolutionize press manufacture, 
‘enable the weight and size of 
|presses to be cut drastically, and 
|reduce their cost perhaps as much 
as 90%, according to one unidenti- 
| fied expert quoted by the Journal. 
| Facsimile transmission of news- 
= is also being experimented 
| 


with, but no one visualizes mass 
| circulation for facsimile in the 
| predictable future. 

The photo-engraving machine | 
being used by New York subur- 
ban papers, the Journal reports, 
is made by Fairchild Camera & 
Instrument Corporation, which 
leases them, and conducts a train- 
ing school which turns out opera- 
tors in two days. Its principal} 
limitation is that it can process | 
only pictures; it cannot reproduce 
type or “line” work. 


How Machine Operates 


| 

“It is a lathe with two cylinders 
jon the same shaft,” the Journal | 
jexplains. “A photograph is! 
i/wrapped around one cylinder; 
}around the other is placed a ‘se- 
icret’ plastic material. A beam of | 
light from a photo-electric cell | 
scans the photo. Light signals are | 
communicated by an amplifier to | 
a magnetic cutting head contain- 
ing a red-hot stylus which burns 
the dot structure of the photo on 
the plastic material.” 

The machine produces engrav- 
ings up to 10 inches wide at a rate 
of one-half inch per minute; depth 
is limited to eight inches. 
| Besides the Vari-typer used by 
the struck Chicago newspapers 
(and used two and a half years 
ago by ADVERTISING AGE during a 
strike), other typewriter-like ma- 
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plates used in offset printing. It 
is not practical, however, for let- 
terpress work. 

Even aside from these revolu- 
tionary new typesetting processes, 
the Journal says, there are still 
plenty of threats to skilled print- 
ers’ jobs. Conventional type- 
casting machines can be run by 
semi-skilled hands, too. “An at- 
tachment used by a number of 
non-union newspapers now makes 
it possible to run them like tele- 
type machines. An operator taps 
a simple keyboard and produces a 
coded, perforated tape which feeds 
into the typecaster and automatic- 
ally operates it. This method was 
recently adopted by the Nassau 
Daily Review - Star of Rockville 
Centre, N. Y., after its union print- 
ers walked out on strike. 

“The operation of type casting 
equipment by remote control, like 
teletype machines, is also prac- 
tical. Time, Inc., operates ma- 
chines in New York that punch a 
tape by telegraph in commercial 
printing plants in Philadelphia, 
Los Angeles and Chicago.” But 
while Time saves time by this 
method, it does not cut costs be- 
cause of union rules, the Journal 
says. 


Perry Process Interesting 


“Meantime,” says the Journal, 
“the revolutionary Perry process 
for super-simplifying printing 
claims major attention. This pro- 
cess, by which ‘typewritten’ mat- 
ter is reproduced directly on a 
magnesium printing plate, was 
formerly called the Perry-Higgins 
process. William J. Higgins, a 
production engineer who worked 
with John H. Perry and his two 
sons on developing the process, is 
no longer associated with them. 

“The Perry process isn’t yet 
ready for daily newspaper use; 
it’s still too slow. John H. Perry 
Jr. says, ‘In about two months I 


‘will be able to tell publishers) 


when I can offer the process for 
high-speed newspapers.’ Mean- 
time, Mr. Perry says he’s coming 
closer to his speed-up aim at the 
family’s Perry Printing Process 
Company in Ocala, Fla. 

“He declares that on four of the 
family’s Florida weeklies, photo- 
engraving from negatives of type- 
written copy directly onto the 
printing plate is being done in 40 
minutes. In test runs, he claims, 
the time has been cut to 25 min- 
utes. Perry’s aim: 10 minutes.” 


Seven Agencies 
Pitch for New 
Nestle ‘Nestea’ 


New York —Seven ageicies 
were making their final presenta. 
tions last week to Nestle’s \\j}_ 
Products, bidding for the com. 
pany’s new product, an instant 
tea tentatively called Nestea. The 
decision was expected to come 
this week. 

Included in the bidding, re. 
portedly, were Ted Bates, Ine., 
Calkins & Holden, Cecil & Pres. 
brey, William Esty Company, 
Gardner Advertising Company, 
Newell-Emmett Company and 
Charles Dallas Reach Company, 
Compton Advertising, which han- 
dles the rest of the Nestle prod- 
ucts, is not bidding for Nestea. 

It is understood that the account 
will probably run less than $500,- 
000 for its initial year, and that 
most of the promotion will be 
centered in the 11 northeastern 
states, which, according to the 
Tea Bureau, drink about 50% of 
the tea consumed by the U. S. as 
a whole. 


Heads Radio Events 


merly editor of Televiser and as- 


division to the group’s services. 


Promotes Hartmann 


pany, Trenton, 


ucts. 
pany since 1940. 


-FC&B Transfers North 


/and a member of the plans board 


| of Foote, Cone & Belding in New 
| York, has been transferred to the 


|San Francisco office as supervisor 
_of food accounts, a newly created 
| position. 


Miss Julienne Dupuy has been 
named president of Radio Events, 
Inc., broadcasting script syndicate, 
535 Fifth Ave., New York. For- 


sistant director of the Television 
Workshop, she will add a video 


E. George Hartmann has been 
appointed general sales manager 
of John A. Roebling’s Sons Com- 
N. J., manufac- 
turer of wire rope and wire prod- 
He has been with the com- 


James D. North, vice-president 


St. Joseph Ouzette 


chines which justify right-hand 
margins 
tional spacing electric typewriters, 


ithe Justowriter, now being made | 


on an experimental basis by Com- 
mercial Controls Corporation, | 
Rochester, N. Y., and the Litho-| 
type, being experimented with by | 
Fairchild Camera. All of them | 
suffer by comparison with present | 
type-casting machines from the| 
standpoint of varying sizes and_| 
styles of type which are available. | 


Other Typesetting Machines 


Another machine, now about 
ready for the market, has been de- 
veloped by Intertype Corporation. 
Called Fotosetter, it sets type on 
film which can be transferred di- 


include IBM’s propor-| 


..- know-how of 


/ good 
- composition 


rectly onto zinc or aluminum 


/ Monsen-Chicago 


typographers 


22 EAST ILLINOIS STREET 


Monsen-Los Angeles 


928 SOUTH FIGUEROA STREET 
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REVIVAL— With advertisements like 
this, Safeway Stores is reviving a pre- 
war policy of meeting the lowest ‘price 
in each market. The copy, which ran in 
the New York area newspapers, adds a 
postwar phrase: “If you see an item 
advertised in this area at a price low- 
er than Safeway's, please bring a copy 
of the ad to our nearest store.” 


afeway Broadens 
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Grocery Chiefs 
Ask House Help 
on Trade Abuses 


Cuicaco — Executive board 
members of the National Associa- 
tion of Retail Grocers, in semi- 
annual meeting here, have asked 
the House small business commit- 
tee to investigate discriminatory 
and monopolistic trade practices. 

The nation’s grocers, said the 
board, are “distressed and alarm- 
ed” at the apparent inability of 
federal trade and anti-trust laws 
to halt these practices. The situa- 
tion, it charged, “is the result, first, 
of inadequate and superficial laws 
which are now from 10 to 50 years 
old and hopelessly antiquated, and 
second, of ineffective enforcement 
policies.” 


Ask Review of Laws 


The board members adopted a 
resolution asking that the House 
group give special consideration 


to adequacy of present laws deal- 
ing with: ; 

“1. The chain store practice of 
localizing price-cutting practices 
in a few geographical areas at a 
time, and using earnings from out- 
side such places to support these 
practices; 

“2. Granting to buyers of price 
and other advantages in the form 
of discounts, advertising allow- 
ances, and special arrangements 
which are not available to smaller 
competitors. 

“3. Attempts by suppliers who 
compete with their customers in 
the sale of their products to the 
consumer to restrict and eliminate 
such competition by unfair pric- 
ing policies. 

“4. Unfair and monopolistic 
practices which may not be car- 
ried on within the traditional con- 
fines of interstate commerce but 
nevertheless have a serious effect 
on such commerce.” 

The directors also ask the House 
committee to look into the effi- 
ciency of FTC and Justice Depart- 
ment officials in utilizing avail- 


able powers, and adequacy of 
present remedial and penal provi- 
sions “and the possibilities of 
making private suits against vio- 


lators a more effective weapon 


against repeated violations.” 


Lincoln-Mercury Names 
Licht Dealer Ad Chief 


William G. Licht, who has been | 
with the division since November, | 
1946, has been appointed dealer | 
advertising manager of the Lin-| 
coln-Mercury division of Ford 
Motor Company. 

Mr. Licht will supervise all ad- 
vertising and promotion activities 
from a factory standpoint in con- 
nection with the company’s dealer | 
advertising fund. 


Appoints Straubing 

Harold Straubing, formerly 
editor of 18 comics books for 
Timely Comics, New York, a divi- | 
sion of Goodman Publishing Com- 
pany, has been appointed to the} 
newly created position of comics | 


editor for the New York Herald| 
Tribune and the New York Her-| 


ald Tribune Syndicate. He will 
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be primarily concerned with new 
comics 
During the war Mr. Straubing was 
script writer for the Army’s ani- 
mated cartoon character, Snafu. 


and developing talent. 
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What is Multigraphing 


Method of reproduction from 
raised type or relief rubber 
lates set on cylindrical drum. 
Simulates typewriting when rib- 
bon is used, or letter press 
printing through use of ink. Col- 
ors are easily and economically 
run. Half tones from rubber or 
curved electros may be printed, 
but usually other methods are 
preferable. Maximum running 
size on the average press is 11” 
x 16”. Printing surface may be 
81%” x 1134” for ink and 74%” x 
11%” for ribbon. Your letter 
shop should be equipped for both 
methods in order to properly 
service your needs. 


Next: More on Multigraphing 
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lis ‘Meet Price’ 
ales Policy 


New YorkK—The New York di-| 
jision of Safeway Stores last week | 
released advertising declaring} 
Safeway’s policy of meeting the) 


lowest price of any of its competi- 
ors “item by item, day by day 
and town by town.” 


The principal theme of the ad- | 
ertising centers on the idea of | 
at | 
Safeway, and eliminating the need | 


| TOP-FLIGHT AD MAN 
READY TO START HIS 


inding “all the low prices” 


ff shopping to find lower food 
rices. 


The ads are already running in| 


everal cities, having started in. 
Denver early in December. 
In New York, besides local | 


lewspaper advertising placed di- 


ect, the company will use a 24x36- 


nch window poster, and package 
tuffers to promote the claim. 


Wagner Tells Policy 


T. C. Wagner, division manager, 
ommented: “Our first step is .. 
0 price everything at the lowest 
int that will yield a fair profit. 
but we go beyond this in that we 


neet the prices of every competi- | 


or... Because we do not want 


0 be undersold for even a short 
ime, we are appealing to our cus- 
omers for help in making our 
policy effective. We are asking our 
ustomers to call to the attention 
four store managers a food item 
old by any competitor at a price 
ower than Safeway’s. If the food 
tem is of comparable grade and 
uality, we will meet the com- 
etitive price.” 

Similar advertising has been un- 
orked in Kansas City and Dallas, 
ut will generally be left to the 
‘scretion of the division man- 
Heers, since in some states fair 
fade laws may hamper its use. 


More Advertising 


Safeway spokesman said the 
y will mean increased adver- 
principally in the small 
newspapers 
rr tories. 
“here are two steps for meet- 
‘8 competitors’ prices,” Lingan 
en, Safeway president, 


= = > 


on ted out. “The first is to adjust 


prices item by item, as re- 
“bed by the policy. The second 
Pal way meets all 


4€) are published.” 


in Safeway’s | 


be sure the public knows that 
competitive 
s. This last is important, for | 
Y prices have important news | 
alle. But they are not news until | 


| 


| 
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Wanted 


OWN AGENCY 


A major portion of the stock of a strongly staffed, fully- 
recognized, well-financed Advertising Agency can be bought 


for little or no cash by the right creative man who con- 


trols a half million or more of SUBSTANTIAL business. 


“hans is truly a once-in-a-lifetime opportunity for a man 
ready to go into the business for himself except for the nec- 
essary capital to establish recognition and a staff of top- 
ranking creative men. 


Due to the retirement of a major partner, my client will 
offer the RIGHT man a deal even more attractive than start- 
ing on his own; but he must be qualified in every way to 
take over the Presidency of the Agency 


You may discuss this with me in complete confidence or, 
if you prefer, you may make your first inquiries through 
your attorneys. 


Walter 4. Lowen 


PLACEMENT SPECIALIST 
420 Lexington Avenue, New York 17 
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Advertising in the Test Stage 


Test Spread for 
‘Go’ Successful 
in Chicago Area 


Cuicaco — Plastone Company’s 
recent test spread in the Chicago 
Sun and Times for Go, its new 
anti-freeze for the gasoline tank, 
produced “excellent results,” ac- 
cording to a company spokesman, 
and will be extended to other mid- 
western markets. 

Although the product, designed 
to absorb water and prevent 
freeze-up, was introduced too late 
this winter for national distribu- 
tion to be effected, additional 
newspaper spreads will be used in 
Illinois, Indiana and Kentucky. 

Copy boosts 10-point engine 
pep-up, offering quick starting, 
prevention of carbon formation, 
anti-knock performance and ease 
of use—just pour into the gas 
tank. 

Left-hand page of the _ test 
spread listed all the service sta- 
tions and garages in this area 
which are marketing the product, 
and included a coupon “good for 


BEGINNER'S LUCK ? 


Yo! Auy amateur cau set 


FOTOTYPE 


CC ee 
YOUR CAR NEEDS VITAMINS! 


wore, =~ 


(aay Ada 


oa 
-” 


ONE-HALF—This is the right page of 

a newspaper spread tested by Plastone 

Co., Chicago, in introducing Go, its 

new anti-freeze for the gas tank. Ex- 

cellent results have induced the com- 

pany to use similar spreads in all 
promotion. 


10 cents on the purchase of a 65- 
cent bottle.” 

Future copy for Go and Plas- 
tones’ other products will conform 
to the.,same successful test pattern. 

Jewell F. Stevens Company 
here directs the account. 


OSCAR MAYER SETS UP 
6-MONTH SAUSAGE TEST 


South Benp— The test cam- 


|paign for Oscar Mayer & Co.’s new 
\individual 12-ounce package of 
|pliofilm-wrapped liver sausage 
| will continue here for at least six 
| months. 

Four hundred line copy, begin- 
ning in December, introduced the 
new development to consumers as 
“an entirely new way of packing 
liver sausage—a way that protects 
flavor longer.” The new package, 


| 


Will He Buy YOUR BRAND In St. Paul? 


St. Paul Shoppers BUY by BRAND*. Repetitive 
brand sales result from repetitive advertising . . . 
in the ST. PAUL DISPATCH-PIONEER PRESS 

which blankets the St. Paul half of the 9th Market. 
St. Paul is buying more and more. Federal Reserve 
Index shows St. Paul Department Store Sales as 
leading the Nation in increases for the first. six 
months of this year over last year. 


*FREE—The “1947 Dispatch-Pioneer Press Con- 


sumer Analysis of the St. Paul Market.” 


Write for 


this 176-page book showing the brand preferences 
of 3,000 families for 1.536 products, 


NEW YORK 


RIDDER-JOHNS, INC. , 


CHICAGO DETROIT ST. PAUL 


42 Madison Ave. Wrigley Bidg. Penobscot Bidg. Dispatch Bidg. 


Evening 


designed to retain moisture, per- 
mits the sausage to be squeezed 
out of the casing for cutting, and 
then pushed back and sealed by 
a twist of the pliofilm. : 

Reminder copy and store tie-in 
materials are being used as fol- 
low-ups to the larger-space intro- 
ductory copy. 

Mitchell-Faust Advertising 
Company, Chicago, directs the ac- 
count. 


DAILIES, RADIO 
PROMOTE ‘GLOZE’ 

Tacoma, WasH.— Promoted as 
“not a wax, not a paint, not a 
polish, but it does the job of all 
three in one simple operation,” 
Gloze, produced by General Plas- 
tics Mfg. Company, is being mar- 
keted on a test scale in the Pa- 
cific Northwest. 

Initial advertising was launched 
in Tacoma daily papers in No- 
vember, and continued on a 
weekly basis, supplemented with 
some spot radio. In February, dis- 
tribution is being extended to 
Yakima and Portland, Ore., with 
similar promotion. 

The product was developed dur- 
ing the war and has been tested 
in industrial uses for four years. 
It is introduced on the consumer 
market as “the most perfect finish 
ever sold ... guaranteed not to 
yellow or darken.” It is offered 
for use on floors, cars, trucks, 
boats, furniture, maps and even 
airplanes. 

“Gloze goes everywhere,” the 
slogan on the bottle reads. For 
eye appeal, labels are printed in 
red and cream over a gold-foil 
background. Silver foil is used 
for the companion bottle of wax 
and grease remover. 

Opening advertising announces 
the product and tells of its mul- 
tiple uses. This is followed with 
testimonial copy taking up each 
use, one at a time. As a result of 
the test campaign, a kit of adver- 
tising is being developed to use in 
each new market area. 

The account is handled by 
O’Connell-Ragan Company. 


ALBI STARTS SALES 
TEST IN ST. LOUIS 


HARTFORD, Conn.—Al1bi Mfg. 
Company, which has two new 
products at the sales development 
stage, has started a sales test in 
the St. Louis area where Fox 
Bros., the regional distributor, is 
advertising Albi-R, a new flame 
retardant. : 

Albi-R also has started distri- 
bution in New England. The 
product can be applied like paint, 
and used either as a single coat- 
ing—as in industrial applications 
—or as an undercoat, with con- 
ventional paints. It sells for about 
the same price as a good paint, 
and will be sold through paint 
stores, building materials sup- 
pliers, hardware stores and de- 
partment stores in some cases. 

Another product of the com- 
pany, Albi-K, is for household 
use. Dissolved in water and used 
as a rinse, it will make drapes, 
clothing, rugs, etc., virtually fire- 
proof. 

Ed Graceman Company, Hart- 
ford, is the agency. Advertising is 
currently confined to business pa- 
pers or placed by distributors. 


Two Join ‘Finance’ 


Sam B. Lyons, formerly with 
the U. S. State Department, and 
John A. Mirt, former chief of the 
Chicago bureau of Newsweek, 
have been appointed assistant to 
the publisher and associate editor, 
respectively, of Finance, New 
York. 


Heads Marlin Firearms 


Roger Kenna, former vice-presi- 
dent of the L. C. Smith Gun Com- 
pany, a subsidiary of Marlin Fire- 
arms Company, New Haven, 
Conn., has been elected president 
of the latter company and its sub- 


sidiaries, succeeding his father, 
the late Frank Kenna. 
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ISIT WAX? 
POLISH? © 
PAINT?_ NO! 


BUT IT DOES THE JOB OF ALL 3 
IN ONE SIMPLE OPERATION 


IT’S TERRIFIC 


IT’S EASY TO USE! 


+ «+» one simple application does it 


IT’S ECONOMICAL! 


«. @ne quart covers 100 to 350 sq. ft. 


WHATISIT? 
— 


THE MOST PERFECT 
FINISH EVER SOLD! 


GUARANTEED 


* CARS 
“WALLS * WOODWORK 
* BOATS * LINOLEUM 
* TRUCKS ° AIRPLANES 
*SIGNS *° BOOKS, MAPS 
2 * FISHING TACKLE 
WO RUBBING! NO POLISHING! NO HARD WORK! 
Will not crack, craze, peel, or chip. 
Weather proot. Water proof. 
Acid, soap, and stain resistant. 


“GLOZE GOES EVERYWHERE — BUY CLOZE TODAY" 


General Plastics Manufacturing Co. 
TACOMA, WASHINGTON 


‘DOES THE JOB'—General Plastics 
Mfg. Co., Tacoma, is using newspaper 
copy such as this to introduce its Gloze 
finish in Pacific Northwestern markets. 


WMBR Boosts Power 


Station WMBR, CBS affiliate in 
Jacksonville, Fla., is operating on 
its increased power of 5,000 watts 
full time. The station previously 
broadcast on 250 watts. 


WGN-TV Makes 
Chicago Debut 


Cuicaco — Station WGN - Ty 
Chicago’s second commercial tele. 
vision station, will begin opera. 
tions Feb. 1, from temporary 
studios atop the Chicago Daily 
News building. 

Completion of a program <irue. 
ture for the new outlet is now jy 
progress, according to Frank p 
Schreiber, manager of WGN, Inc 
While early February broadcast; 
will include transmission of tes 
patterns, so that the 14,000 se 
owners in the Chicago area cay 
have their sets checked and ag. 
justed, a balanced program sched. 
ule will begin soon after the tes 
period. 

WBKB, Balaban & Katz-owne 
station, is Chicago’s first vide 
outlet. NBC expects to launch it 
video outlet here in Septembe 
(AA, Jan. 19). 


————_ 


Names Henrietta Amos 
Henrietta Amos, former direc 
tor of cosmetic publicity for Ab- 
bott Kimball Company, Ney 
York, has been appointed promo 
tion-publicity director of Peggy 
Sage and Cutex at Northam War 
ren Corporation, Stamford, Conn 


Scammer 


EXPORT 
TRADE & SHIPPER 


circulates entirely among export man- 
agers of American manufacturers and 
other foreign trade executives in the 
United States. 


(> THE LEADING WEEKLY 


for marine insurance companies, 
steamship lines, export publications 
and other advertisers having services 
to sell to American exporters. 


mation together. 
@ Your 


ence, 


Published Every 


reserve your space NO 


... to make sure your "product-story" is instantly avail- 
able to Dealers and Jobbers throughout the year. 


1948 

DEALER 
PRODUCTS FILE 
ISSUE 


Goes to over 
22,000 Firms 


LARGEST 
CIRCULATION 


LOWEST 
COST 


@ 24 MAIN SECTIONS group related products infor 


po story gets attention because it i: 
placed in same section with related editorial refer. 


@ Contains data on all principal products Bought, Solc 
and Used by Lumber & Building Products Merchants 


Write now for complete information 


AMERICAN LUMBERMAN & BUILDING 
PRODUCTS MERCHANDISER 


THE MARKET PLACE OF THE LIGHT CONSTRUCTION INDUSTRY 


© 


Other Saturday 


139 N. CLARK STREET @ CHICAGO 2, ILLINOIS 
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Lime Cola Bottlers 
and Agency Try to 
Revive Company 


(Continued from Page 1) 
a 50% dividend. 

Observers guessed that the com- 
pany’s plans were predicated on 
a continuation of sugar rationing 
well into 1948. When sugar ra- 
tioning ended abruptly, competi- 
tion revived with a rush in the 
soft drink field. 

J. W. Wells, a Montgomery lum- 
berman who was the original 
president of the company, re- 
signed in 1946, and I. Berman, 
head of a Montgomery insurance 
company and a Lime Cola vice- 
president, became president. 

Last week the company was 
ready for reorganization and Mr. 
Berman explained that the action 
was intended to “give the com- 
pany a chance to reorganize its 
affairs” and “to best conserve the 
assets of the company for the pro- 
tection of all creditors and stock- 
holders.” 


Trying to Fill Orders 


He said it has frequent orders 
from bottlers for concentrate, and 
that it would try to continue to 
supply concentrate when ordered 
“although financing may be neces- 
sary for the business to continue.” 

Meantime, Fred S. Ball, as trus- 
tee for the Owens family, served 
notice on the company of termi- 
nation of lease, under which the 
Lime Cola Company acquired 
right to use the name “Lime Cola” 
and the formula for its manufac- 
ture. 

The company’s inability to con- 
tinue advertising, as provided in 
its franchise agreements with bot- 
tlers, was cited as a reason for 
asking the court to appoint a trus- 
tee. 

The sales and advertising story 
of Lime Cola Company is a con-| 
fused one: 


Decides on Mack Agency 


Early in the spring of 1946, | 
the company’s officers began a/| 
search for an advertising agency, | 
eventually settling on the Mack) 
agency, where the account was | 
handled by Norman B. Norman, 
executive vice-president. 

Although the company was an/| 
old one, according to soft drink | 
Standards, with a 35-year business | 
history, the primary marketing | 
objectives were to weed out the. 
weakest of the company’s 35 bot- | 
tlers, add new ones, and build a} 
State-wide franchise system. It) 
was decided to try to sell execu- | 
tives of unrelated companies on) 
investing in a bottling plant and | 
taking a Lime Cola _ franchise, | 
using the argument that the bot 
ling business represented a profit- 
able sideline. 

The idea proved sound. New 
bottlers included executives of 
Kroger stores, Brown & Bigelow, 
and seven executives of Norman 
A. Mack, who bought into a Yonk- | 
ers bottling operation and secured | 
a Lime Cola franchise. Bob Hope 
ani Bing Crosby became Lime 
Cola stockholders, plugged the 
drink extensively through tie-ups, 
ani discussed the possibility of 
taking over a California franchise. | 


Product Revamped 


(he Mack agency meantime had | 
ths product repackaged, with new | 
ottles, cartons, metal signs and | 
ol,er point-of-sale material. No| 
aci\ual advertising was begun until | 
the fall of 1946. 

The bottlers eventually senchad | 
a total of 75, most of them new, | 
ad the national advertising 
Moved up to about $400,000 a 

ir. The agency, which had 
wed more time and work into 


the account than it could recoup 
at that rate—it had hoped to build 
the account to a $2,000,000-biller 
in two years—learned that Lime 
Cola was being romanced by other 
agencies. It succeeded in obtain- 
ing a contract in July, 1947, to run 
for one year, and it is this contract 
which is now the subject of the 
agency’s suit against the company. 

Mr. Norman told AA, however, 
that the suit did not involve 
“breach of contract” but centered 
on failure of Lime Cola to pay 
media bills. 


May Set Up New Firm 

Burned but determined, Mr. 
Norman is one of a group of bottl- 
ers who are proposing a plan for 
reorganization, under which they 
may assume some of the liabilities 
of the organization, and under 
which they would operate with a 
franchise from the Owens family 
to use the name and formula of 
Lime Cola. Should this plan fail 
of court approval, or should the 
Owens family fail to agree, then 
the bottlers may proceed with the 


organization of another company 
to bottle and sell a cola drink. 

Regardless of the eventual out- 
come of reorganization proceed- 
ings, Mr. Norman regards the de- 
cline and fall of the Lime Cola 
Company as an object lesson jn 
the agency business. First, be- 
cause it demonstrates the wisdom 
of an advertising agency’s sticking 
to the agency business and avoid- 
ing the groundwork of setting up 
basic sales and marketing pro- 
cedure for a client, without com- 
pensation for that work; second, 
because it demonstrates the fal- 
lacy of plowing in a vast amount 
of time and effort with a client 
on a yearly basis, when the effort 
can only pay off over a longer 
period. 


Todd Leaves Lennen 


William T. Todd, who joined the 
agency in 1941, has resigned as 
vice-president in charge of copy 
of Lennen & Mitchell, New York. 
Before joining, L&M he was with 
Young & Rubicam. 


Transportation Medium 
Aids Army Campaign 

Through the cooperation of the 
transportation advertising indus- 
try, 75,000 car cards will be dis- 
played as a public service for the 
Advertising Council’s joint United 
States Army-Army air force 
prestige campaign during Febru- 
ary 


The drive is designed to build | 
‘prestige for the Army and air| 


force and their enlisted personnel, 


67 


and is especially directed toward 
potential recruits. Car cards are 
being prepared by N. W. Ayer & 
Son, Philadelphia, volunteer 
agency on the campaign. 


Heads Weir Production 


William Moore, who joined 
Walter Weir, Inc., New York, in 
1947, has been named production 
manager of the agency. He joined 
| Weir after several years: with In- 
| tertype Corporation. 


NEW LOCATION — 400% EXPANSION 


Midwest’s largest and best equipped plant for designing 
and manufacturing display advertising and quantity signs. 


Over : 30 years ad mene © service to the advertising field. 


show displays designed, 


FINISHED PRODUCTS 


Convention exhibits and trade 


AMERICAN 
DISPLAY 
STUDIOS 


359 W. HUBBARD ST.. CHICAGO 


pro- 


duced sae installed. 


Call SUPerior 5484 


= 


They belong Lopether 


LIKE TRACKS AND A TROLLEY 


A trolley can't finish its run if it jumps its tracks. And neither 
can advertising that stops at central city limits. Because, if your 
product is sold through Pittsburgh chains or jobbers, it is auto- 
matically distributed through at least 14 counties within a 50- 
mile radius. Only the Post-Gazette can adequately route your 
advertising as your product is routed through this entire area— 
working with salesmen in selling the million central city people 
—then traveling beyond to help sell the two million more who 
live in and around the neighboring 144 cities and towns of 1,000 
to 70,000 population. 


BY FAR THE LARGEST CIRCULATION OF ANY PITTSBURGH DAILY NEWSPAPER 


REPRESENTED 


NATIONALLY 


BY MOLONEY, 


REGAN & SCHMITT, 


tnc. 
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Seeman Brothers 
Buys ABC Program 

Cal York’s news of Hollywood 
will be featured during the new 
15-minute ABC broadcast spon- 
sored by Seeman Brothers, Hud- 
son, New York. The show, to be 
heard Saturday at 10:30 a.m., 
EST, was placed through William 
H. Weintraub & Co., New York. 

Starting date for the program, 
Seeman Brothers’ second over the 
American network, is Jan. 31. 
The company currently sponsors 
“Monday Morning Headlines” 
(Sunday 6:15 p.m., EST) over 227 
ABC stations. . 


Named Copy Chief 


Martin Koehring, former asso- 
ciate copy chief of Campbell- 
Ewald Company, New York, has 
been appointed copy chief of 
Byrne, Harrington & Roberts, New 
York. 


the Courier-Expres: 
HELPS BUFFALONIANS 


@ Our 50 year old Travel Bureau, 
discontinued during the war, has 
reopened. Jack Beilman, with over 
30 years experience in the travel and 
resort field, is in charge. Thus we 
again offer our travel readers a ser- 
vice which over 11,000 have used in 
a single year. This popular service 
plus our travel pages offer resort and 
transportation advertisers Western 
New York’s most effective advertis- 
ing opportunity. 


REACH BUFFALO’S TRAVELERS 
thru the 


Buffalo’s Only 


Morning and Sunday Newspaper 
Representatives: 
OSBORN, SCOLARO, MEEKER & CO. 
George B. Close Inc. Pacific Coast 


Hope Hops High, 


Heads Heap in 
‘Hoop’s’ Handicap 


New YorK—Bob (Pepsodent) 
Hope zoomed into first place on 
the Jan. 15 Hooper report, with 
a rating of 27.9, moving up from 
eighth place (22.4) in the last 
| report. 

Lux Radio Theater (CBS) took 
second honors with 26.7. Only | 
inches away at the finish mark | 
were American Tobacco’s Jack | 
Benny (26.5), and Johnson’s Wax | 
team, Fibber and Molly (26.3)—| 


‘both NBC attractions. | 


| 
| Others among the first 15: 
Fred Allen (Ford Dealers), NBC. 25.4 
Charlie McCarthy (Chase & San- 
LOE, SOI nk oe Sic sks ENE 46508 24.2 


|Walter Winchell (Jergens), ABC.23.2 


Amos 'n’ Andy (Rinso), NBC....23.1 
Bandwagon (Fitch), NBC........ 22.3 
My Friend Irma (Swan), CBS...21.9 
Red Skelton (Raleigh), NBC.....21.5 


Truth or Consequences (Duz), 
Liste aw tka de tervend ee eee 20.6 


Music Hall (Kraft), NBC........ 19.6 
Average sets-in-use of 34.6 i 
up 2.9 from the Dec. 30 findings, 
the same as a year ago. Average 
rating of 11.3—the same as a year 

ago—is up 0.8 from last report. 


Daytime Leaders 
CBS’ Arthur Godfrey, whose 


mid-morning ramblings are spon- 
|sored by Chesterfield, joined the 
/soapers as a daytime favorite. He 
| placed eighth with 6.9. Also popu- 
| lar with daylight dialers were: 
| Big Sister (Ivory), OBS.......... % 
Ma Perkins (Oxydol), CBS....... 7 
Helen Trent (Whitehall), CBS...7 
Our Gal, Sunday (Anacin), CBS...7. 
Backstage Wife (Sterling), CBS..7 
A Girl Marries (General Foods), 
D WD cvaaulgn c che ahdaeeenseee ta 1.3 
| Stella Dallas (Sterling), NBC....7.2 
| Breakfast in Hollywood (Kel- 
i a Ee ae 6.8 
| Lorenzo Jones (Sterling), NBC...6.7 


Daytime listening was up 
slightly with 18.8 average sets- 
|in-use—up 1.2 from the last re- 
port and 0.1 from a year ago. 


| Now ‘Leather & Shoes’ 


Hide & Leather & Shoes, Chi- 
cago, has changed its name to 
Leather & Shoes. There has been 
no change in the staff, manage- 
| ment, ownership or editorial pol- 
icy. 


| Right to Happiness (Ivory), NBC.6.7 | 


National Representatives 
GEORGE P. HOLLINGBERY CO. 
Southeast Representative 
HARRY E. CUMMINGS 
JAMES M. LeGATE, General Manager 


5,000 WATTS + 610 KC + NBC 


* 


...As we do every year... 


Miami’s Number One station! 
When it comes to listeners’ 
and advertisers’ preference. 
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the customer. 


PULLING 'EM IN—Coupons are coming back strong, and in a number of varieties, as these newspaper ads demonstra 
Premiums are favored by Wrisley, which offers a kitchen brush set for 25 cents and three Oliv-ilo soap wrappers; and Lat 
Bros., Detroit, which offers a Harper pen for 50 cents and part of one of its food packages. Ken-L Ration's cash-in-certi 
cate requires a letter as well as the three labels. Chase & Sanborn reverses the normal procedure by mailing the coupon } 


Postal Savings 
Rate Cut Wins 
Quick Approval 


WASHINGTON—A House post of- | 
fice subcommittee rushed ap-. 


000 from the Post Office operating | 
deficit. 

The first item, now before the) 
full committee for action, aims at 
a saving of $20,000,000 by re- 
ducing the interest rate paid on 
postal savings from 2%, estab- 
lished in 1910, to 1%. 

The bill is based on recommen- 
dations of staff investigators who 
have worked up since last sum- 
mer a list of 16 organization and 
policy changes which might im- 
prove Post Office efficiency and 
cut costs. 

In suggesting the postal saving 
interest cut, staff members ob- 
served that the 2% rate is more 
than the interest rate of most pri-| 


A preliminary committee report | 
said that staff members have as-| 
'sembled efficiency ideas in coop- 
/eration with business mail users, 
/magazine publishers and other or- 
|ganizations at an expenditure of 
only $5,000 of public money. 

The committee said it had de- 
cided to enlist the support of mail 
-users after management engineer- 
‘ing firms said a postal efficiency | 
|study would cost between $150,000 | 
‘and $500,000. | 

However, the committee is em-| 
ploying the Trundle Engineering 
Company, Cleveland, for an on-| 
the-spot survey of city delivery 
service, with a view to introducing 
machinery and other efficiency 
ideas. Robert Heller & Co. has 
been retained by the Hoover effi- 
/ciency committee to make a study 
of the entire department. 
Taft Supports Raise | 
| While the House committee was | 
searching for ways of reducing | 
the postal deficit, postal employes | 
enlisted Senate majority leader 
Robert Taft behind a pay raise | 
/which will add upwards of $100,- 


vately owned savings institutions. | 


Efficiency Ideas Ready 


| 000,000 to labor costs. 


In pushing their case, the Na- 
tional Association of Letter Car- 
riers said last week that “there is 
an erroneous impression in Con- 
gress and among the public that 
the Post Office Department should 
be considered as a business.” 

“The Department is basically 
and fundamentally a service, op- 
erated to give good mail service 
to the American people,” it said. 


in a list of suggestions which | Provided in every nook and corner | in S 
would cut an pte, ora $50,000,-. of the United States, regardless of | V@Ttising manager of the Gevaer 


profit. In fact, there are approxi- 
mately 42,000 post offices, 20,000 
of which conduct their operations 
at a loss. 

“Express companies, telegraph 
companies and other public serv- 
iees maintain offices and services 
only where such operations pro- 
duce a profit,” the carriers ob- 
served. 

Efficiency ideas of Post Office 
committee staff members range 


from bookkeeping changes 

crediting the department for th 
services it gives other governmen 
agencies, to intensified use 1 
mechanization in issuing mone 
orders, even in sorting mail. A 
several points, staff members sai 
the Post Office spent too muc 
money on meticulous records ( 


minor transactions. 


‘Nusbaum Joins Agency 
William E. Nusbaum, former ad 


|Company of America, Williams 
town, -Mass., manufacturer 
| photographic supplies, has bee 
|appointed vice-president of Nola 
& Twichell Advertising, Albany. 


WEEU Gets Permit 


Station WEEU, Reading, Pa 
has been granted a _ constructid 
permit to operate with 1,000 wat 
full time. The ABC affiliate no\ 
broadcasts daytime only at 1,0 
| watts. 
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Make Radio, Juke 
Boxes Buy Tunes, 
Pe'rillo Insists 


(Continued from Page 1) 
9 be the most scathing accusa- 
tions with a calm, “Right.” 
Skillfully he prevented commit- 
tee members from getting into the 
3 record any statement from him 
MeMwhich might indicate that AFM 
Mam iiegally keeps music off television 
Semend FM. 
To Chairman Fred Hartley (R., 
_ J.), who feels that union 
Se monopolies” should be curbed, 
WmeePctriiio answered that “Union 
nonopolies are justified because 
tis the only way workers can ob- 
Min better wages and working 
onditions.” 
When other committee members 
aid AFM edicts against high 
//chool musicians and other non- 
nion musicians showed a disre- 
bard for musicians generally, Pe- 
rillo  characteristically com- 
ented, “I’m not interested in the 
bnes Who don’t join the union.” 
At one point, accused by Rep. 
lare Hoffman (R., Mich.) of be- 


nstrat 


4d Lang a “dictator,” Mr. Petrillo 
-certigplammed back a sharp, “I am not.” 
spon qmpater he said, “I'd soon have 
blenty of opposition if I didn’t do | 
h job for my boys.” 
BS A Hints at Conspiracy 
ste Unable to pin down responsibil- | 
se a™y for the lack of music on FM and | 
moneggelevision, Rep. Thomas I. Owens | 
il, AMER. TLL.) finally observed: “We, 
-s saiqpught to subpoena the correspond- | 
mucgence and find out whether there’s | 
rds d@ conspiracy between this union 
tnd the networks.” 
Mr. Petrillo was confident that | 
urrent contract negotiations 
cy ould result in an agreement 
ier ad@ppening the way for music on FM 
revaelmmnd television. 
liam But he insisted that “as of now” | 
ge he ban on recordings will con-| 


inue “forever.” 
Asked by the chairman why he | 
loesn’t negotiate peacefully with | 
he recording companies or bring | 
is troubles to Congress, Mr. Pe- | 
tillo seized the initiative. 

“This recording ban is a long 
hance, Mr. Congressman,” he 
aid. “But it is the only way we 
an arouse the people and Con- 
ress to the fact that the musicians 
eally. have a case. 

“No matter how many times I 
ame down here and made 
peeches before committees, it 
jouldn’t impress you as our ac- 
ions have.” 

a Mr. Petrillo said the production 
"mi records for home use could be 
etsumed immediately if Congress 
vould adopt legislation to prevent 
roadcasters and juke boxes from 
ising them commercially. 

He added that he is studying 
egislation proposed by Rep. Car- 
ol Kearns (R., Pa.) requiring 
roadcasters and juke box opera- 
rs to pay a royalty each time a_ 
ecord is used commercially. | 


Okays Home Use 
‘I don’t want any royalties | 


rom the records for home use,” | 
lr. Petrillo said, “but there ought | 
) be some way of making the) 
Adio stations and juke boxes pay | 
OMmething for their music.” 
Repeatedly he told the commit- 
€ hat many stations are em-| 
1g no musicians at all. He 
that WAAF, Chicago, made 
100, “most of it from rec- 
’ without employing a single | 
lus cian. 

) der questioning by Rep. Ar- 
Ww Klein (D., N. Y.) Mr. Petrillo 


Nola 
any. 


g, Pa 
ructio 
) wat 
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Rid existing court decisions hold | 


mt there is no present law to pre- 
Ni commercial use of a record 
though it is marked “For 
use only.” 

hy don’t you fellows help 


us?” he asked the committee. 

Looking into the battery of 
cameras and microphones, Mr. Pe- 
trillo protested that he has been 
the victim of “the greatest propa- 
ganda machine this city has ever 
seen.” 


Hits NAB Power 


He traced the “distorted” pic- 
ture of the musicians’ problems to 
the National Association of Broad- 
casters which, he said, “controls 
400 newspapers which own radio 
stations, and is the boss of all the 
stations licensed by FCC.” 

To committee members who in- 
quired whether his recording ban 
might not cost jobs to American 
musicians, Mr. Petrillo admitted 
he “was taking a chance.” 

“The time will come when sta- 
tions will not be able to get rec- 
ords they want to satisfy the 
American public. Then they will 
have to employ live musicians,” he 
said. He was confident that Brit- 
ish and Mexican musicians would 
refuse to make recordings for 
shipment to this country. 


Under questioning, Mr. Petrillo 
conceded that “somewhere along 
the line” his union might change 
its mind about the ban on com- 
mercial recordings. He told Rep. 
Gerald Landis (R., Ind.) “it would 
do a whole lot” if Congress would 
pass legislation legalizing a ‘“wel- 
fare fund” similar to the one 
maintained by AFM under its re- 
cent contracts with record makers. 

Asked why he opposed the use 
pf musicians on television, Mr. 
Petrillo said he is “waiting” to 
find out what the employment op- 
portunities will be in that field. 
Recounting how employment of 
musicians in theaters had fallen 
from 22,000 to 1,000, he said AFM 
is fearful that television will de- 
stroy jobs that currently pay radio 
musicians $23,000,000 a year. 


LEA ACT NOT DEAD, 
NAB HEAD SAYS 
WASHINGTON —NAB President 
Justin Miller said Wednesday it 
was “childish wishful thinking” 
for AFM President Petrillo to 
think that the WAAF case kills 


the Lea Act. 

The court ruled “Not proven” 
in the WAAF case, Judge Miller 
said, adding: 

“When an experienced prose- 
cutor goes to work on another 
case whose facts bring it within 
the meaning of the Lea Act, we 
will hear the singing of quite a 
different tune.” 


FAAG Adds Four 


The First Advertistng Agency 
Group, of which W. A. Lee, of 
Lee-Stockman, Inc., New York, is 
president, has added four agencies 
to its membership. They are Stev- 
enson Advertising Service Pty., 
Ltd., Melbourne, Australia; David 
Advertising Agency, St. Paul; 
Gray & Co., Denver, and Almon 
Brooks Wilder, Inc., Chicago. 


.WTAM Appoints 


John McCormick, account ex- | 


ecutive of NBC’s central division, 
has been appointed manager of 
Station WTAM, Cleveland, to suc- 
ceed Vernon Pribble, who re- 
signed. A well known figure in 
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radio, he formerly was manager 


of WKRC, Cincinnati. WTAM is 
- NBC-owned and operated sta- 
ion. 


To Kettell-Carter 
Kettell-Carter, Boston, has been 

named regional representative of 

Station WSKI, Montpelier, Vt. The 

company will represent the sta- 

tion in New England and New 

a state, excepting New York 
ity. : 
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7 here is a Terrific Waste in Display Material 


At the very beginning the report says: “Too 
much money, material, time and effort are 
lost each year because not enough has 
been known about retailers’ requirements 
and preferences in manufacturer-supplied 
display materials". We compliment the 
“Progressive Grocer” on an intelligent 
job in bringing this information to the 
attention of manufacturers and advertisers. 


It happens to be a theme which interests 


E don’t announce that as a discovery. It is known in every 
trade where a survey has been made. “Progressive Grocer” 
issued a report on this subject applying to the food business, 
during the past year. 


us, especially because it is a matter in 
which we are deeply concerned. We regard 
Indoor Displays as one of the most chal- 
lenging subjects in the realm of dealer 


cooperation. 


It concerns us because, as 


large manufactur- 


ers of Indoor Display material, it is highly 
important for us to do all we can to insure 
our customers by producing displays that 
can be profitably used by their retailers. 


McCandlish uniformly subjects the display material it creates to 


retatler tests. Before complete production we test the material to be produced, not to confirm our judg- 
ment, but to check retailers’ acceptance. Long before that, we have checked the retailers’ need. In a word, we try 


to build on the basis of current conditions as accurately as possible. To do this we are constantly studying 


the various areas of retail display in the interest of our customers in order to secure use and prevent waste. 
ad 


McCandlish works two ways with advertisers: 


1. We originate displays on request 
and carry them through from start to 
finish. 2. We work with advertisers 
and advertising agencies who have 


already developed their display ideas. 


We cooperate here with our experience 
and the ingenuity of our detail 
construction department, plus our 
special ability to give faithful re- 
production. 


McCANDLISH LITHOGRAPH CORPORATION 


LITHOGRAPHERS OF POSTERS & ADVERTISING DISPLAYS 
ROBERTS AVENUE & STOKLEY STREET * PHILADELPHIA 
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Electric Sign 
Makers Forecast 
Peak ‘48 Volume 


Cuicaco—Expectation of bigger 
electric sign sales in 1948 may fall 
short of realization if there is a 
renewal of steel allocation, ac- 
cording to members of the Na- 
tional Electric Sign Association 
who attended the annual meeting 
here Jan. 19-21. 

But the market is there if ma- 
terials can be had, according to 
L. J. Hicks, president of Dongan 
Electric Mfg. Company, Detroit, 
transformer maker. “The com- 
petitive situation assures a con- 
tinuation in 1948 of the record 
business of 1947,” he said, “espe- 


. « » but we have them reclining, erect 
or in action. Our file of 500,000 stock 
photos is sure to hold the answer to 
your stock photo needs. When can we 
serve you? 


KAUFMANN & FABRY COMPANY 
425 S. Wabash Ave., Chicago 5. Ill. 


cially now that lines are being 
filled out.” 

An ominous note was sounded 
by Martin Maher, advertising 
manager of Florsheim Shoe Com- 
pany, Chicago, who warned that 
sign buyers are “going to have to 
buy less and buy better.” He ob- 
served that Florsheim is spending 
37.5% more for space now than 
in 1940. 


Must Sell Service, Too 


The advantages of selling serv- 
ice as well as signs were pointed 
out by N. F. Lawler, director of 
advertising and sales promotion, 
Nash Motors division, Nash-Kel- 
vinator Corporation, Detroit. He 
also warned against neglect of 
selling with the competitive situ- 
ation getting more stern. 

Robert H. Perry, business spe- 
cialist of the U. S. Department of 
Commerce, also pointed to the 
growing competitive activity as a 
basis for more skillful selling ac- 
tivity. 

Jess D. Traylor, Donnelly Elec- 
tric and Mfg. Company, Boston, 
was elected president of the as- 
sociation. Jake C. Allen, Southern 
Neon Displays, Inc., Atlanta, Ga., 
was reelected vice-president. 
Harry H. Brown, Federal Electric 
Company, Chicago, was named 
secretary-treasurer. Maurice R. 
Ely is executive secretary. 


Gamble Joins Ferguson 


Robert McD. Gamble Jr., for- 
|mer account executive of Justin 
| Funkhouser, Inc., Baltimore, has 
| Joined Courtland D. Ferguson, 
|Inc., Washington, Baltimore and 
|Richmond, in the same capacity. 


Adds Montreal Club 


The Junior Advertising and 
Sales Club of Montreal has been 
elected to membership 


ber of affiliated clubs. 


in the 
Canadian Advertising and Sales 
Federation, raising to 19 the num- 


PORT IN THE S 


the South Atlantic coast. 


South Atlantic operations and b 


to Atlantic and Gulf ports and 


Also starting in 1947 were The 


hai. Hong Kong and Manila; 


and East Africa ports; 
the Philippines: The Wilhemsen 
and The Bull Line to the Cari 


This shipping development is but ano 
te of the prosperous Charleston 
HE NEWS AND COURIER and THE 


CIRCULATION: Up from 44,041 in 1 
MILLINE RATE: Only 2.83, lowest 


The main $20,000,000 port terminals with a 2000-foot berthing front and over a million 
square feet of storage space. 


CHARLESTON — THE FASTEST GROWING 


During the twelve months ending January 1, 1948, twelve ship- 
ping lines inaugurated operations from the port of Charleston. 
The port also showed the largest gain in shipping of any port on 


The Waterman Steamship Corporation opened offices for their 


ports. Two subsidiaries also began sailings; The Pan Atlantic line 


South and East Africa ports: The De La Rama lines to the Philip- 
pines and Far East; The Isthmian Steamship Company to Shang- 


United Kingdom and Europe; The States Marine lines to Europe 
The American Pioneer line to China and 


OUTH ATLANTIC 


egan scheduled sailings to foreign 


the Arrow line to Pacific ports. 


American South African lines to 
The South Atlantic lines to the 


line to the Scandinavian countries 
bbean Sea area. 


ther phase of the post-war progress and 
area—an area completely covered by 
CHARLESTON EVENING POST. 


941 to 74,173 ABC on Sept. 30, 1947. 
in S. C., less than national average. 
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Here's what EASTERN Air Lines’ Captains Say About 
THE WORLD'S MOST MODERN AIRLINER 
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EASTERN Air Lines 


PROVED—With this copy, featuring 

the testimonials of its pilots, Eastern 

Air Lines endorsed its Constellations, 

about seven months after it had an- 

nounced the installation of the plane on 

its line. Campbell-Ewald Co. is the 
agency. 


Joint Campaign 
Likely to Relaunch 
DC-6’s on Routes 


New YorK— Representatives 
from airlines and Douglas Aircraft 
Company met here last week to 
jset plans for a joint campaign 
/heralding the return of the Doug- 
las DC-6’s to the lines. 

In fact, National Airlines was 
scheduled to bring back its DC-6’s 
last week, principally because the 
‘airline has been severely pinched 
for planes, and because its peak 
/season is early winter, when the 
New York-Miami shuffle is in full 
progress. 

It was thought likely that Na- 
tional would use advertising— 
placed through Platt-Forbes—in 
all of its on-line cities, all pending 
CAA approval. 

The Douglas giant was grounded 
in November, after a series of fires. 
The cause was subsequently traced 
to an overflow system on the 
transfer of gasoline in wing tanks, 
which permitted gasoline to run 
back down into the cabin heater 
scoop, where it was ignited. 

Plans indicated promotion paid 
cooperatively by individual air- 
lines and the manufacturer, but it 
probably will not. start until 
March, when the planes probably 
will go back into service. 


Airlines, United Air Lines, Na- 
tional, Pan American-Grace Air- 
ways, Sabena (the Belgian line) 
and Braniff Airways. 

The agency for Douglas is J. 
Walter Thompson Company. 


EASTERN HAILS CONNIE 
IN ON-LINE CITY ADS 

New YorK—Against the back- 
ground of the imminent return of 
the DC-6, Eastern Air Lines last 


ads in on-line cities praising the 
Lockheed Constellation, “the 
world’s most modern airliner.” 
Eastern broke advertising in 50 
cities, inaugurating a six-week 
campaign, which sticks closely to 
the one seven months ago when it 
announced installation of the 
“new Constellation” on its line. 
Placed through Campbell-Ewald 
|Company, the copy makes use of 
| testimonials from Eastern plane 
‘captains, all praising the flight 
/qualities of the Constellation. 
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Two Join Durstine 

Robert L. Nourse and H. H. 
|Hindley, formerly with Dorland, 
|Inc., have joined Roy S. Durstine, 
|Inc. Mr. Nourse has been named 
|Pacific Coast manager of the 
|agency, with headquarters in Los 
|Angeles, and Mr. Hindley, head 
lof the San Francisco office. Both 


The DC-6 is used by American 


week opened up with a series of 
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JAMES R. CROWELL 

New Yorx—James R. Crowell, 
54, an account executive with 
N. W. Ayer & Son from 1942 to 
1947, died at his home here Jan. 
18 after a year’s illness. 

Mr. Crowell served in the edi- 
torial departments of the Washing- 
ton Times, New York Herald and 
New York Telegram for many 
years. In 1925 he began contribut- 
ing articles to The Saturday Eve- 
ning Post, which serialized two of 
his books, “I Had a Hunch” and 
“The Fifth Estate.” 


CHARLES A. FRENCH 
HOLLAND, Micu.—Charles A. 
French, 94, editor-publisher of the 
City News and Sentinel here, died 
in St. Petersburg, Fla., Jan. 18, of 
a heart attack. He had gone to 
Florida in November to recuperate 
from a lengthy illness. 

Mr. French was dean of Michi- 
gan newspaper men. He started in 
the field as a salesman for Grand 
Rapids newspapers, was general 
manager from 1904 to 1916 of the 
Muskegon Chronicle, published the 
Monroe News from 1917 to 1927 
and since 1928 published the two 
Holland newspapers. 


THOMAS CAUGHEY 


Fort Dopce, Ia.—Thomas 
Caughey, 71, head of his own out- 
door advertising company here 
since 1926, died recently after a 
lengthy illness. He _ previously 
served with Thomas Cusack Com- 
pany, Omaha, and General Out- 
door Advertising in Dayton. 


HARRY H. HOFFMAN 

Worcester, Mass.—Harry H. 
Hoffman, 74, assistant to the pub- 
lisher of the Worcester Telegram 
and Evening Gazette, died here 
Tuesday. Mr. Hoffman _§ served 
with the Columbus Dispatch, Se- 
attle Post-Intelligencer and Cleve- 
land Plain Dealer before joining 
the Worcester papers as adver- 
tising manager in 1927. 


J. P. HOLLAND 

Da.tLtas—J. P. Holland, 59, for- 
mer director and advertising ex- 
ecutive of the Texas Farm & 
Ranch Publishing Company, died 
here Jan. 18 after a brief illness. 
He was a son of the late Frank P. 
Holland, founder of Farm & 
Ranch and Holland’s Magazine. 


Six Lever Products 
Join in $100,000 
Fur Coat Contes: 


(Continued from Page 1) 

80 newspapers, 86 Sunday conics 
sections, Sunday magazines, or the 
Lux Theater, Amos ’n’ Andy, My 
Friend Irma and Aunt Jenny net. 
work shows, in 15 grocery busi- 
ness papers and point-of-sale ma- 
terial. 

Lever will spend nearly $500. 
000 to promote the series, which 
will close March 14. Sullivan, 
Stauffer, Colwell & Bayles, New 
York, is handling over-all contest 
advertising, and Reuben H. Don- 
nelley Corporation, New York, is 
handling the contest. 


Gem Razor Sale Gets 
Retail Contest Backing 


American Safety Razor Corpora- 
tion, Brooklyn, has launched , 
$1,500 window display contest for 
retailers cooperating in an effort 
to prove the value of related dis- 
play and inter-related selling. The 
contest is being conducted in con- 
junction with the forthcoming spe- 
cial sale of Gem blades at 12 for 
49 cents retail. The company is 
offering stores a men’s needs sales 
plan and promotion kit which con- 
tains 50 printed pieces enabling 
the dealer to set up a window fea- 
turing the company’s products. 

Dealers who install the display 
and send a photo of it to the sales 
promotion department of Ameri- 
'can Safety Razor have a chance to 
win the cash prizes. 


_CHARLES J. KELLER 


Los ANGELES—Charles J. Keller, 


San Francisco offices from 1920 


at his home here Tuesday. 


a healthy fight. Make it profitable. 
the Ist paper 


63, who served with Doremus & 
Co. in the agency’s Chicago and 


until his retirement in 1934, died 


The fight is on tor the same dollar. I's 


(Offices will open on Feb. 1. 
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F Starts Hour 


“ts = = 
felevision Show 

[bn DuMont Net 
New York—Kaiser-Frazer Cor- 

roicsfporation, the third automobile 

 theffanufacturer to move into tele- 

-Myfpision, will sponsor “Amateur 

aet.qfiour” on the DuMont network. 

yusi- This program is to be carried 
ma.[ver WABD, New York, where it 
emiered last week; WTTG, 

500,- (gvashington; WFIL-TV, Philadel- 

‘hich phia, and WMAR, Baltimore. Con- 

ivan fract for the telecast, aired Sun» 

New fay at 7 p.m., EST, is for 11 weeks 

ntest vith option for renewals, through 

Don-pwaney, Drake & Bement. 

k, is Kaiser-Frazer, which automatic- 
lly becomes one of video’s top 
‘ackers with this purchase, also 
ans to rebroadcast the show, to 
eo produced by the original 

J fajor Bowes staff, on other tele- 

Dora. mision stations throughout the 

od ,fpountry as soon as arrangements 

t forfpave been completed for teletran- 

‘ffort cribing the program. 

SSB chevrolet Expands Schedule 

con-@ Chevrolet division of General 

Spe-Mitotors, which has been in tele- 

; for iion for some time, is expand- 

Pin g its schedule. The company 

con.qgow is carrying a 20-minute 

blinggeekly news film prepared by In- 

-fea-Mernational News Service over 

S. JABD and WTTG. 

splay Starting Feb. 1 Chevrolet deal- 

Sales; will present a series of films 

nerl-Bovering the Olympic winter 

wedi ames at San Moritz, Switzerland, 
ver eight stations. Time has been 
jeared through Campbell-Ewald 
eller |ompany on WABD; WBKB, Chi- 
us g@ego; WWJ-TV, Detroit; KSD-TV, 
and Louis; WFIL-TV, Philadel- 

1920 pala; WMAR, Baltimore; WTTG, 

diedfashington, and KTLA, Los An- 


eles. 

Ford Motor Company, currently 
arrying television sporting events 
n three stations, has been spon- 
bring sports telecasts regularly 
ince September, 1946, via J. 
Jalter Thompson Company. 


ewis Named Ford 


Account Supervisor 


William B. Lewis, vice-president 
nd radio director of Kenyon & 
ckhardt, New York, has been 
named account 
supervisor of the 
Ford Motor Com- 
pany and Lin- 
coln-Mercury di- 
vision accounts. 
Leonard Erikson, 
new K&E vice- 
president, and a 
former manager 
of the radio de- 
partment of Bat- 
ten, Barton, Dur- 
stine & Osborn, 
has been ap- 
ointed to succeed him. 

Kenyon & Eckhardt recently ac- 
lired the Lincoln-Mercury ac- 
bunt (AA, Jan. 12), but the 
gency moved in on the Ford 
usiness several months ago with 
€ signing of the “Ford Theater,” 
ow aired via NBC. J. Walter 
hompson Company handles other 
ord car and truck and Ford 
kaler advertising. Mr. Lewis was 
igely. responsible ffor_ selling 
ord on the idea of an hour-long 
meamatic production. The show is 
Moaadcast at 5 p.m., and, with 
ord officials displeased over the 
prly time slot, both CBS and ABC 
re endeavoring to lure the show 
lay from NBC by offering choice 
ighti:ime hours. | 


William Lewis 


aytag Distributor 
ses Newspaper Spreads 
M:ytag-Atlantic Company, Long 
lard City, has launched a series 
preads in New York City 
fWpapers promoting the May- 
— line of washing machines, 
tomatic ironers, dutch oven gas 
Pees and home freezers. 
Tle campaign, starting in the 
mm. 18 Herald Tribune and the 
mn. 25 Times, will continue 
To.gh April, through Byrde, 


«| flatly that free exchanges do not 


third & Pound, New York. 


Last Minute News Flashes 
Williams Plans Aqua Velva, Shave Cream Offer 


GLASTONBURY, COoNN.— The J. B. Williams Company will use an 
extensive campaign in magazines and newspapers from February 
through April for a shaving combination offer. The ads, promoting 
Williams Aqua Velva plus a choice of Glider brushless or Williams 
shaving cream for 75 cents, will appear as full pages in Life, The 
Saturday Evening Post and Time in February, a color spread in the 
Feb. 16 Life, half pages every other week in Life and the Post and 
one-third pages in Time. Newspapers in 15 cities will be used, plus 
spot announcements on stations in eight markets. Agency is J. Walter 
Thompson Company, New York. 


Ford to Sponsor Dodger, Senator Games 

New YorkK—Ford Motor Company, co-sponsor of the Dodger base- 
ball telecasts last season, will pay the bill for part of the Bums’ games 
again this year over WCBS-TV. The automobile manufacturer, 
through J. Walter Thompson Company, also will carry a portion of 
the schedule of the Senators over WTTG, Washington. 


Howard Ehrlich Becomes Abbott Kimball Exec 

Los ANGELES— Howard Ehrlich, who retired as executive vice- 
president of McGraw-Hill Publishing Company, New York, last 
Sept. 1, has been elected vice-president, treasurer and a director of 
Abbott Kimball Company of California, which has offices here and 
in San Francisco. 


P&G Shasta Magazine Ads Start Next Month 

CINCINNATI — Shasta Beauty Cream shampoo, which Procter & 
Gamble Company tested in three cities last year, will have its first 
magazine and newspaper supplement drive starting in February. Radio 
spots are already being used on 200 stations, and a large mail samp- 
ling will begin Feb. 16. Dancer-Fitzgerald-Sample, Chicago, handles 
the account. 


Universal-International Starts Film Drives 

New YorK—Universal-International Pictures will launch a news- 
paper and spot radio campaign for “A Double Life” next month and 
will spend some $350,000 in 51 key cities. The company has no final 
budget for “The Naked City,” but has scheduled full-page, four-color 
ads for the Feb. 22 Pictorial Review and newspaper supplements. 
Outdoor, newspapers, magazines and radio will also be used. Budg- 
ets are now being established for “All My Sons,” “Another Part of 
the Forest” and “Tap Roots.” Monroe Greenthal Company is the 
agency. 


Merrill Lynch 
Ad Pleads Case 
of Speculators 


New YorK—The commodity 
speculator appeared last week in 
a new light: Far from being a 
well-heeled public enemy, it 
seems he is really the public’s 
friend, and a mighty worker on 
the side of lower prices for the 
consumer. 

That was the message of a 
single-shot, full-page advertise- 
ment run by Merrill Lynch, Pierce, 
Fenner & Beane in 24 newspapers 
in 22 cities. An all-type ad, un- 
leavened by illustration, it said 


Force Film Makers 
to Sell Theaters, 
High Court Asked 


WASHINGTON — The Justice De- 
partment Wednesday asked the 
Supreme Court to order five major 
movie companies to sell their 
3,137 theaters. 


of the theaters (by Paramount, 
Loew’s, RKO, Warner Brothers 
and 20th Century-Fox) constitutes 
an illegal curb on competition and 
a violation of the anti-trust laws. 

The Justice Department made 
the request in a brief filed in the 
“block booking” case, on appeal 
to the high court. Both the movie 
companies and government have 
appealed from a December, 1946, 
lower court order finding that the 
film producers had conspired to 
restrain trade in exhibiting films. 


affect prices, that future markets 
are essential, that hedging is es- 
sential to efficient market opera- 
tion, that speculators do not boost 
prices, and that if the government 
mixes politics into the exchanges, 
consumers will pay higher prices. 
The idea of manipulating margins 
by government was attacked as 
contributing to price rises, and 
Canada’s effort at regulation and 
subsequent disillusionment were 


G-E Campaigns 
Against Inflation 
The Jan. 9 issue of General 


Electric’s “Commentator” tells its 
employes that its price cutting is 


reported. _ |expected to save consumers $50,- 
Albert Frank-Guenther Law is| 000,000 in 1948. It appeals to G-E 
the agency. suppliers to get their costs for 
goods and services down at least 

5% quickly, and urges G-E em- 

Martin Motors Launches _Ployes to forego any further pay 


increase demands now and to save 
5% to 10% of their own pay. 

In addition, General Electric will 
launch an anti-inflation campaign 
in newspapers in many of its 
plant cities within the next month, 
using its price-cutting activities as 
the main theme. The ads will ask 


Drive in Magazine List 
Martin Motors, a division of the 
National Pressure Cooker Com- 
pany, Eau Claire, Wis., has started 
a campaign for its outboard mo- 
tors with color pages scheduled to 
appear in Field & Stream, Hunt- 
ing & Fishing, Outdoor Life, Out- 
doorsman, Sports Afield and 


Yachting. difference into new savings. The 
Half ‘pages in color will run in| agency is Fred Rudge, Inc., New 
Boys’ Life, Collier’s, Holiday, 


| York. 
Open Road for Boys, Popular Me- | 
chanics, Popular Science, The 
Saturday Evening Post and True. 
Melamed-Hobbs, Inc., Minneapolis, 
handles the account. 


Royal Chef Wares Get 
Individual Promotion 


maker of Royal Chef metal house- 
hold wares, will launch a new 
advertising campaign with sepa- 
Roland L. Hauck, formerly in the | rate promotion for each product. 
San Francisco office of BBDO, will| The schedule includes national 
open advertising agency offices|™agazines, newspapers and busi- 
Feb. 1 at 57 Post St., San Fran-|ness papers. The agency is Madi- 
lace. ison Advertising, Beverly Hills. 


Hauck Starts Agency 
Roland Hauck-Groups, headed by | 


It was asserted that ownership | 


Poulsen & Nardon, Los Angeles, | aybrey, Moore & Wallace to Ruth-|New York, handles the account. 


‘Movie Publishers 
Form Co-op Group 


New YorK—Member publishing 
companies announced the forma- 
tion last week of the Association 
of Screen Magazine Publishers, 
whose primary purpose will be to 
study the common advertising 
problems of film producers and 
screen magazine publishers. 

Homer Rockwell, Hunter Screen 
Unit, president of the group, said 
the publishers had long realized 
the need for continuing research 
on movie-going and movie-read- 
ing habits. 

The association has already pre- 
pared some studies which are be- 
ing shown to representatives of 
the motion picture. companies, and 
the group is preparing a coopera- 
tive advertising campaign, to be 
handled by Monroe Greenthal 
Company. 


Set Up Research Board 


The group has set up a three- 
man board of directors to handle 
its research and promotion: Wil- 
liam Patjens, advertising manager, 
Dell Publishing Company; Herbert 
G. Drake, vice-president and di- 
rector of promotion, Macfadden 
Publications, and Roy Pollock, pro- 
motion director, Fawcett Publica- 
tions. 

The officers of the association 
are, besides Mr. Rockwell, Phillip 
Keenan, Hillman Periodicals, vice- 
president; Allen E. Norman, Faw- 
cett, treasurer; Glover Young, 
Ideal Publishing Corporation, as- 
sistant treasurer, and Charles Ter- 
williger, Macfadden, secretary. 

Magazines represented in the as- 
sociation are Modern Screen, Mo- 
tion Picture, Movie Story, Movie 
Life, Movie Show, Movie Stars 
Parade, Movieland, Photoplay, 
Screen Guide, Screenland, Screen 
Stories and Silver Screen. 


Newhouse Buys 
Harrisburg Daily, 
Now Publishes 8 


HARRISBURG, Pa.—Samuel I. 
Newhouse has bought the Harris- 
burg Telegraph—his eighth news- 
paper. 

The Telegraph, an evening 
daily, was acquired from Brig. 
Gen. Albert H. Stackpole, whose 
family has controlled it since 1901. 
General Stackpole continues as 
editor and publisher. 

Mr. Newhouse is publisher of 
the Newark Star-Ledger and six 
other dailies in New Jersey and 
New York. Edwin F. Russell, for- 
merly associate publisher of the 
Star-Ledger, is now publisher of 
the Harrisburg Evening News and 
Harrisburg Patriot, morning daily. 


Caterpillar Ad Chief 


W. K. Cox, formerly assistant 
general sales manager, has been 
appointed advertising manager of 
Caterpillar Tractor Company, Pe- 
oria, Ill., succeeding Gerald M. 
| Walker, who is resigning after 16 
|years in the position, to devote 
| himself to literary pursuits. 

Mr. Cox has served with Cater- 
|pillar since 1928 in advertising 
jand sales posts. Other ‘appoint- 
j ments include: J. J. Valentine, as- 


sistant general sales manager; 


itraining division manager, and 


Herman S. Eberling, assistant cen- | 


‘tral division sales manager, all in 
| Peoria. 


oeteeneneceenteaaeans 
R&R Gets Orange-Crush 


Orange-Crush Company, Chi- 
cago, has switched its account from 


rauff & Ryan, effective Feb. 11. 
The appointment includes Orange- 
Crush and Old Colony beverages, 
and advertising for Inter-Ameri- 
|can Orange-Crush Company and 
|Orange-Crush Company (Canada). 
|The entire expenditure is expected 
ito exceed $1,000,000. 


Cox Succeeds Walker as 


71 


Fortune’ Staffer 
Reports Executives 
Kiss Gloom Bye 


New York — The traditional 
trepidation with which the busi- 
ness executive is supposed to view 
the new year vanished in 1948, Dr. 
Richard Glenn Gettell, staff econo- 
mist and assistant to the publisher 
of Fortune, told the New York 
chapter of the American Market- 
ing Association last week. 

The prevailing confidence of 
business men—from which For- 
tune is careful to divorce itself 
(“we do not offer it as our fore- 
cast of the economic future”)—in- 
dicates that 60% of them expect 
business conditions to be as good 
(or better) in 1948 as they were 
in 1947. But Fortune shows that 
in the last six months there has 
been a good deal of mental about- 
facing. 

This represents a handy mental 
recovery. Six months ago, For- 
tune found that 75% of the polled 
executives were expecting a de- 
pression to start in the last half of 
1947; six months ago executives 
felt confident of a price break, 
with 66% forecasting a drop in 
the cost of living. Today 59% 
predict higher consumer prices, 
and 25% expect more strikes in 
1948. 

Dr. Gettell thinks there are rea- 
sons for the solid shifts in opinion. 
These are (1) demonstration that 
demand just didn’t dry up as an- 
ticipated and (2) an original un- 
willingness to believe that it was 
possible for the economy to be 
sustained at war levels. : 

Much of Dr. Gettell’s material 
was taken from the January For- 
tune which contained its second 
“Executive Forecast.” 


Expect Okay for 
Business Census 
Covering 1948 


WASHINGTON—A business census 
covering 1948 seemed certain of 
congressional approval Thursday 
following the announcement that 
House post office and civil service 
committee chairman Ed Rees (R., 
Kan.) is now supporting the pro- 
posal. The bill, which has been 
on the House consent calendar, 
failed to pass by unanimous con- 
sent when it was brought up last 
week. 

In a letter to the rules commit- 
tee, which assigns time for floor 
debate, Mr. Rees said the business 
census should be made early next 
year, and the entire census sched- 
ule reorganized so that simultane- 
ous business and manufacturing 
censuses are made at five year in- 
tervals beginning with studies 
covering 1952. 

Although approved by the Sen- 
ate, the census bill failed to pass 
last session because of the indif- 
ference of Mr. Rees. He objected 
to any action which might create 
jobs for the administration during 
a national election year. 


| 
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G-E employes to produce more,|F. D. Haberkorn, central division Triangle Adds ‘Esquire’ 
buy more frugally and put the| sales manager; J. W. Mohler, sales | 


Triangle Raincoat 


Company, 
New York, maker of 


Weatherbee 
| raincoats, has added Esquire to its 
schedule, which includes Made- 
moiselle, New York Times Maga- 
|zine, Pic and Seventeen. Trade 
|advertising in Apparel Arts and 
direct mail complete the program. 
| Fashion Advertising Company, 


| Inlanders to Meet 


Members of the Inland Daily 
Press Association will hold their 
64th midwinter meeting at the 
Congress Hotel, Chicago, Feb. 
9-10. 
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100,000~ 200,000 
3OO0,000~400,000~» 
GREAT SCOTT! HOW DID 
WE EVER MANAGE TO 
READ SO MANY 


WAS IT ALL ABOUT Y¥ YE 
ANAME FOR ME ?_/4, YOU WERE BORN, WE 
JUST COULDNT AGREE 


EVERY ONE OF 
THOSE PEOPLE 


| \ AND YOu) 
ASK YOUR DON'T Lice 
MOTHER «: IT ANY NAV= 
~ WAS ALL HER I THOUGHT 
aaGae 
F 
a 
\ 
\ 
ane: AND WE GOT’ FORGOT THAT WORK I 
SO WE ASKED Ih, > LETTERS FROM BROUGHT HOME LAST NIGHT! 
ALL OUR FRIENDS EVERY CORNER OF ee: 
TO HELP US PICK THE UNITED STATES« \ 0, 3 
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DIDN'T THOSE PEOPLE 
HAVE THEIR OWN BABIES ? 


LETTER JUST es 
CAME FOR 

COOKIE. ITS 
FROM CHINA» 
MUST HAVE 
> BEEN 


LOOK! ANOTHER \wr 
ete, 


a 
’ 
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OF COURSE! LOTS 
DID! THAT'S WHY THEY 
GOT SO EXCITED ABOUT A 
NAME FOR YOU<THE WHOLE 
COUNTRY WAS SENDING 


. 


awe 
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Response 


The prize offered for naming 
Blondie’s baby was only $100 


400,001 people of all ages, from all sec- 
tions of the country, in every economic and 
cultural class, responded with suggestions. 
They not only sent names, they shipped 
carloads of gifts for the baby .. . layettes, 
cribs, clothing, toys, food, goodluck charms. 


The response was not to a prize offer... 
it was to a family of characters that had 
become so close to them, so much a part of 
their own lives, they couldn’t help reacting. 


Blondie, and the all-star cast of charac- 
ters in PUCK, THE COMIC WEEKLY are 
more than a source of entertainment. 


They are the most powerful social force 
at work in this country. 


Because they evoke a response deeper, 
truer, and more universal than any other 
medium, they exert an influence on the 
lives of people that has no equal. New 
habits in health, new fads in fashions, new 
attitudes and opinions, new ideas in learn- 
ing, travelling, working, living, are born 
in the comics, or spread through them into 
every stratum of society. 


The Only National 
Comic Weekly ! 


PUCK, THE COMIC WEEKLY, is dis- . 
tributed with 15 great Sunday news- 
papers from coast to coast. It reaches 
more than 7,500,000 families in 7,000 
places of 1,000 population or more. 


In PUCK, there is assembled the 
greatest all-star cast of characters 
ever presented to the public, including 
Blondie, Jiggs and Maggie, The Kat- 
zenjammer Kids, The Lone Ranger, 
Steve Canyon, Tillie the Toiler, Flash 
Gordon, Donald Duck. 


American business has been using 
PUCK’S powerful editorial force success- 
fully for over 15 years. Today, more than 
ever, it represents a proven, successful 
weapon in helping business influence 
people ...in helping it to sell goods! 


The influence of these characters 
upon more than 20,000,000 adult and 


young readers, has been utilized by 
advertisers like — 


The Only NATIONAL Comic Weekly—A Hearst Publication 


63 Vesey Street, New York 7, New York 


Colgate-Palmolive-Peet 


Over a period of 15 years, the Colgate- 
Palmolive-Peet Company has spent 
more than $3,000,000 in PUCK, THE 
COMIC WEEKLY. Only results, prof- 
itable results and consistent results, 
can explain such a record! 
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, Hearst Building, Chicago 6, Illinois 
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